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SECTION 1: 
INTRODUCTION 
 
 
 
 
1.1 Introduction and  
Purpose 
 
 
 
 
The Town of Glenburn is located in southern Penobscot County, six miles north of Interstate 95, 
and is bordered by Bangor, Orono, Old Town, Hudson, Kenduskeag, Levant, and Hermon (see 
Map 1, next page).  The town encompasses much of Pushaw Lake, which separates the 
community from much of Old Town.  The lakefront hosts several distinct clusters of inter-
mingled year-round homes and seasonal camps and, except for a few marshy areas, is almost 
completely built up. 
 
Glenburn was incorporated in 1822 as the Town of Dutton.  The name was later changed to 
Glenburn, meaning a stream in a wooded valley.  A portion of the town, along with a portion of 
neighboring Levant, was split off to create the present town of Kenduskeag in 1852. 
 
The town is close to Interstates 395 and 95, the Bangor International Airport, and several rail 
facilities.  The major transportation link through Glenburn is US Route 15, which runs from 
Bucksport on the Penobscot Bay coast up to Greenville, a growing four-seasons vacation 
destination on the southern shore of Sebago Lake. 
 
Glenburn has historically been a “bedroom community” to Bangor, the major commercial center 
in Eastern Maine, and thus local employment and income levels rise and fall with Bangor’s 
fortunes.  As documented by the 2000 U.S. Census, the average travel time to work for Glenburn 
residents was thirty percent higher than the mean for the Bangor Metropolitan Area, clearly 
documenting the daily pilgrimage of Glenburn workers to the city.  There are few jobs in 
Glenburn, and fewer businesses to create jobs. 
 
Residential development – especially shorefront development - increased dramatically 
throughout the 1990’s, with about a quarter of the town’s homes built in this decade (see Section 
2.5 for more details).  The increase in population resulted in a corresponding growth in demand 
for public services, and especially education, has placed immense pressure on the taxpayers of 
the community.  As will be documented in subsequent sections of this plan, Glenburn is 
dominated by the housing sector: commercial, industrial, and retail outlets are small and few in 
number, and thus contribute only modestly to municipal revenues.   
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MAP 1: GLENBURN IN RELATION TO SURROUNDING COMMUNITIES 
 
 
  
 
Many local economic development concerns center around this issue of the inordinate burden of 
local real estate taxes on Glenburn families.  Residents are concerned that, as in some 
communities, high property taxes and decreased opportunities for work within the community 
are resulting in unacceptably high housing vacancy rates and depressed housing market prices.  
Moreover, the lack of jobs in Glenburn itself forces residents long commutes into Bangor, 
Orono, Old Town, even Brewer and Bucksport – these of course at time of growing concerns 
about both the adverse impact of rising energy costs on working people and the overall global 
impact of such community distances. 
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Glenburn is one of 14 communities comprising the Bangor Metropolitan Statistical Area 
(MSA)1, and thus is part of a larger regional economy. Changes in the fortunes of the region 
directly affect the economy of Glenburn.  At the same time, however, Glenburn’s residents and 
citizens recognize that the community can do a great deal to shape its own economic future.  The 
purpose of this Strategic Economic Development Plan is to provide a “road map” for the 
community’s economic development efforts.   
 
Glenburn’s business and civic leaders have been actively discussing a range of economic 
development and business assistance efforts for the past several years, including at least a half-
dozen Town Council sessions.  In late December 2008, Council authorized the formation of an 
Economic Development Committee for the community.  The Committee held its first 
organizational session and elected officers in January of 2009. 
 
Through its initial efforts, the Committee recognized that a carefully designed and coordinated 
process was needed in order to: 
 
 Update the town’s comprehensive land use plan and zoning ordinances to more 
readily accommodate business development and attraction; 
 
 Evaluate and prioritize development options; 
 Develop strategies for marketing the community; 
 Identify resources to assist in business and economic development; and 
 Prepare an action plan for implementation of specific strategies 
 
In May of 2009, therefore, the Town of Glenburn applied to the Maine Department of Economic 
and Community Development (DECD) for CDBG Community Planning Grant funds to address 
these needs.  Glenburn was awarded $ 10,000 for this purpose, which the community has 
matched with $4,000 in local funds. 
 
In the summer of 2009, Glenburn issued a Request for Proposals (RFP) to secure the services of 
a consultant to provide specific technical expertise to the Economic Development Committee in 
the development of a strategic economic development plan.  The Town subsequently selected 
Ron Harriman Associates of Bangor to provide those services. 
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1.2 Scope of Study 
 
 
 
 
 
The Town of Glenburn’s proposal to DECD anticipated eight sets of questions that are 
critical to the strategy development process: 
 
(1) How can the community most effectively facilitate commercial development?  Does 
it need to establish a Glenburn commercial zone in the town, and if so, where?  What 
can be done to more clearly define a village center for Glenburn, and what benefits 
and costs would arise from doing so?  How do these choices impact the process of 
updating the town’s Comprehensive Plan? 
 
(2) How should the community approach issues like the revision of zoning ordinances, 
improvements to vehicular traffic flows and pedestrian access in areas that now have 
significant commercial activity, provision of 3-phase electric power and other 
utilities, and so forth in a way that fosters development while preserving the rural 
aesthetics of the area? 
 
(3) What options does the community have for streamlining its permitting processes to 
facilitate business development?  How might the Town use tax incentives and similar 
vehicles to stimulate business investment in the community?  
 
(4) What are the comparative costs and benefits from development of a business / light 
industrial park in Glenburn?  Is there sufficient market demand for additional 
commercial space in this region to support such a development?  Where in town 
makes the most sense for location of such a park? 
 
(5) What competitive advantages does Glenburn have in attracting businesses to locate in 
the community?  What disadvantages and barriers exist, and how can these be 
overcome?  How can the community target compatible businesses, especially for a 
designated commercial zone and/or business part?   
 
(6) What are the potential advantages and disadvantages to the Town of Glenburn from 
participation in the Bangor Area Marketing Coalition?  What other opportunities exist 
for Glenburn to collaborate with other communities in economic development, and is 
there sufficient benefit from doing so? 
 
(7) What expansion / growth plans do existing commercial enterprises in Glenburn have?  
What resources (capital, space, technical assistance, employee training, technology, 
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etc.) do they need to implement their expansion plans?  What options does the 
community have for supporting the growth and expansion of these small businesses?   
 
(8) How might Glenburn be able to assist local merchants in capturing a higher 
proportion of local retail sales?   
 
Together these questions defined the overall scope of the study undertaken by the Town’s 
Economic Advisory Committee.  During the course of the Committee’s research and 
deliberations, however, a number of other critical areas were identified and are discussed in 
this document. 
 
 
 
1.3 Methodology 
 
 
 
 
 
To complete this study, the Committee and personnel from Ron Harriman Associates 
undertook the following steps: 
 
 Conducted focus groups with existing businesses to identify growth plans and related 
needs, as well as preferences for local economic development.  
 
 Compiled data on retail sales levels and trade area capture rates. 
 
 Conducted a survey of residents to map regional shopping patterns and identify 
potential niches for expansion of local retail sales, as well as preferences for local 
economic development. 
 
 Assessed demand for additional business park space in the region.  Assessed the costs 
and benefits of business park development in Glenburn.  
 
 Assessed options for use of Tax Increment Financing (TIF) to foster business growth 
and attraction. 
 
 Assessed options for fostering development of Glenburn commercial zone / village 
center. 
 
 Assessed Glenburn’s competitive advantages and barriers for business attraction.   
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1.4 Plan of the Report 
 
 
 
The next section of this report details the findings of this study, ranging from the 
community’s demographics to retail sales patterns, critical infrastructure issues, and resident 
preferences for economic development activities.  The third section outlines core economic 
development strategies for the community and presents an Action Plan that identifies specific 
action steps, timetables, and responsibilities for implementation of each strategy.   
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SECTION 2: 
LOCAL AND REGIONAL ECONOMY 
 
 
 
 
2.1 Population 
Characteristics 
 
 
 
 
Population Trends 
 
Glenburn experienced a phenomenal 70.9 % population growth from 1980-2000, about two-
thirds of which occurred between 1980-2000 (Table 1).  This growth is notable when 
compared to Bangor and Brewer, which lost population at –5.15% and –0.38% respectively, 
as did the total Bangor MSA (–0.93%) and Penobscot County (–1.15%) for the same period.  
Figure 1 portrays these relative changes in population, and reveals that Glenburn’s growth 
dwarfs the other high growth Bangor suburbs, Hampden, Hermon, Milford, and Winterport. 
 
TABLE 1:  POPULATION CHANGE, BANGOR MSA, 1980 - 2000 
 
 POPULATION COUNTS NUMERICAL GROWTH PERCENT CHANGE 
Town 1980 1990 2000 1980-90 1990-2000 1980-2000 1980-90 1990-2000 1980-2000
BANGOR 31,643 33,181 31,473 1,538 -1,708 -170 4.86% -5.15% -0.54%
BREWER 9,017 9,021 8,987 4 -34 -30 0.04% -0.38% -0.33%
EDDINGTON 1,769 1,947 2,052 178 105 283 10.06% 5.39% 16.00%
GLENBURN 2,319 3,198 3,964 879 766 1,645 37.90% 23.95% 70.94%
HAMPDEN 5,250 5,974 6,327 724 353 1,077 13.79% 5.91% 20.51%
HERMON 3,170 3,755 4,437 585 682 1,267 18.45% 18.16% 39.97%
HOLDEN 2,554 2,952 2,827 398 -125 273 15.58% -4.23% 10.69%
KENDUSKEAG 1,210 1,234 1,171 24 -63 -39 1.98% -5.11% -3.22%
MILFORD 2,160 2,884 2,950 724 66 790 33.52% 2.29% 36.57%
OLD TOWN 8,422 8,317 8,130 -105 -187 -292 -1.25% -2.25% -3.47%
ORONO 10,578 10,573 9,112 -5 -1,461 -1,466 -0.05% -13.82% -13.86%
GLENBURN 3,244 3,309 3,526 65 217 282 2.00% 6.56% 8.69%
VEAZIE 1,610 1,633 1,744 23 111 134 1.43% 6.80% 8.32%
WINTERPORT 2,675 3,175 3,602 500 427 927 18.69% 13.45% 34.65%
          
TOTAL BANGOR MSA 85,621 91,153 90,302 5,532 -851 4,681 6.46% -0.93% 5.47%
PENOBSCOT COUNTY 137,015 146,601 144,919 9,586 -1,682 7,904 7.00% -1.15% 5.77%
          
STATE OF MAINE 1,124,660 1,227,928 1,274,923 103,268 46,995 150,263 9.18% 3.83% 13.36%
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FIGURE 1:  PERCENT CHANGE IN POPULATION, BANGOR MSA, 1980 - 2000 
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Glenburn accounts for 4.4 % of the Bangor MSA population in 2000.  This puts Glenburn in 
roughly the same size class as Orrington, Hermon, Holden, Milford, and Winterport, each of 
which accounts for between 3 % and 5 % of the Bangor MSA population.  Bangor, the 
central city, has over about 35 percent of the population (down from 37 % in 1980), and 
Brewer is home to one in ten of the area’s residents (see Table 2 and Figure 2). 
 
TABLE 2:  TOWNS AS PERCENT OF POPULATION, BANGOR MSA, 1980 – 2000 
 
 1980 1990 2000 
  PERCENT  PERCENT  PERCENT 
Town # OF MSA # OF MSA # OF MSA 
BANGOR 31,643 36.96% 33,181 36.40% 31,473 34.85% 
BREWER 9,017 10.53% 9,021 9.90% 8,987 9.95% 
EDDINGTON 1,769 2.07% 1,947 2.14% 2,052 2.27% 
GLENBURN 2,319 2.71% 3,198 3.51% 3,964 4.39% 
HAMPDEN 5,250 6.13% 5,974 6.55% 6,327 7.01% 
HERMON 3,170 3.70% 3,755 4.12% 4,437 4.91% 
HOLDEN 2,554 2.98% 2,952 3.24% 2,827 3.13% 
KENDUSKEAG 1,210 1.41% 1,234 1.35% 1,171 1.30% 
MILFORD 2,160 2.52% 2,884 3.16% 2,950 3.27% 
OLD TOWN 8,422 9.84% 8,317 9.12% 8,130 9.00% 
ORONO 10,578 12.35% 10,573 11.60% 9,112 10.09% 
ORRINGTON 3,244 3.79% 3,309 3.63% 3,526 3.90% 
VEAZIE 1,610 1.88% 1,633 1.79% 1,744 1.93% 
WINTERPORT 2,675 3.12% 3,175 3.48% 3,602 3.99% 
       
BANGOR MSA 85,621 100.00% 91,153 100.00% 90,302 100.00% 
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FIGURE 2:  PERCENT OF BANGOR MSA  
  POPULATION, 2000 
Components of 
Population Change 
 
The distribution of 
Glenburn’s population 
by age group is 
comparable to the total 
Bangor MSA 
distribution for 2000, 
and especially in the 
20-64-age range 
(primary workforce 
age) with 62.97% and 
61.07%, respectively 
(see Table 3 and Figure 
3).  Local variation in 
the population 
percentages in this age 
range in the Bangor 
MSA is between 
58.83% (Veazie) and 
64.65% (Kenduskeag).   
 
TABLE 3:  POPULATION BY AGE GROUPS, BANGOR MSA, 2000 
 
 AGE GROUP PERCENT 
Town Under 5 5 - 19 20 - 64 65 - Over Total Under 5 5 - 19 20 - 64 65 - Over Total 
BANGOR 1,805 6,017 19,220 4,431 31,473 5.74% 19.12% 61.07% 14.08% 100.00%
BREWER 493 1,704 5,292 1,498 8,987 5.49% 18.96% 58.89% 16.67% 100.00%
EDDINGTON 99 409 1,277 267 2,052 4.82% 19.93% 62.23% 13.01% 100.00%
GLENBURN 214 942 2,496 312 3,964 5.40% 23.76% 62.97% 7.87% 100.00%
HAMPDEN 351 1,511 3,787 678 6,327 5.55% 23.88% 59.85% 10.72% 100.00%
HERMON 256 1,043 2,698 440 4,437 5.77% 23.51% 60.81% 9.92% 100.00%
HOLDEN 154 572 1,790 311 2,827 5.45% 20.23% 63.32% 11.00% 100.00%
KENDUSKEAG 65 231 757 118 1,171 5.55% 19.73% 64.65% 10.08% 100.00%
MILFORD 153 614 1,863 320 2,950 5.19% 20.81% 63.15% 10.85% 100.00%
OLD TOWN 404 1,556 5,043 1,127 8,130 4.97% 19.14% 62.03% 13.86% 100.00%
ORONO 262 2,496 5,507 847 9,112 2.88% 27.39% 60.44% 9.30% 100.00%
ORRINGTON 195 717 2,188 426 3,526 5.53% 20.33% 62.05% 12.08% 100.00%
VEAZIE 95 369 1,026 254 1,744 5.45% 21.16% 58.83% 14.56% 100.00%
WINTERPORT 200 845 2,204 353 3,602 5.55% 23.46% 61.19% 9.80% 100.00%
TOTAL BANGOR MSA 4,746 19,026 55,148 11,382 90,302 5.26% 21.07% 61.07% 12.60% 100.00%
   
PENOBSCOT COUNTY 7,768 30,688 87,543 18,920 144,919 5.36% 21.18% 60.41% 13.06% 100.00%
STATE OF MAINE 70,726 264,759 756,036 183,402 1,274,923 5.55% 20.77% 59.30% 14.39% 100.00%
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Glenburn has a somewhat smaller share of its population in the Over 65 age group (at 7.8 %) 
than most of the communities of similar size (Orrington, Hermon Holden, Milford, and 
Winterport).  Conversely, these towns have a larger share of residents of school age (5 – 19). 
 
FIGURE 3:  PERCENT OF POPULATION, BY AGE GROUP, GLENBURN AND  
  BANGOR MSA, 2000 
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The median age of Glenburn’s population in 2000 is 37.1 years, an increase of 4 years since 
1990.  The median age for Glenburn is about the same as the Penobscot County median and 
1.5 years younger than the State of Maine median age (See Table 4 and Figure 4). 
 
TABLE 4:  MEDIAN AGE OF POPULATION, BANGOR MSA, 1990 – 2000 
 
   CHANGE    CHANGE
Town 1990 2000 1990-2000 Town 1990 2000 1990-2000
BANGOR 32.1 36.1 4.0 OLD TOWN 32.1 33.8 1.7
BREWER 35.2 39.2 4.0 ORONO 21.5 22.3 0.8
EDDINGTON 35.2 40.2 5.0 ORRINGTON 35.9 40.3 4.4
GLENBURN 33.1 37.1 4.0 VEAZIE 35.7 40.3 4.6
HAMPDEN 35.1 38.8 3.7 WINTERPORT 32.5 37.3 4.8
HERMON 33.9 36.8 2.9     
HOLDEN 35.5 40.8 5.3 PENOBSCOT COUNTY 32.5 37.2 4.7
KENDUSKEAG 32.1 38.8 6.7  
MILFORD 31.8 35.9 4.1 STATE OF MAINE 33.9 38.6 4.7
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FIGURE 4:  MEDIAN AGE OF POPULATION, 2000 
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Projected Population Changes 
 
Population only changes through the addition or subtraction of residents through births, 
deaths, in-migration (new residents moving in), or out-migration (existing residents moving 
out), such that:  
 
Future population= Current population + births – deaths  
+ (in-migration – out-migration). 
 
Table 5 presents population projections produced by the Maine State Planning Office using 
this basic formula.  As the SPO cautions, these projections are only a possible scenario of 
future population change using the best data and methods that are currently available.  The 
projections rely on recent estimates of the age and sex profile of each county, and assume 
that past birth, death and migration rates within each group will persist into the foreseeable 
future.  Once county-level projections have been set, municipal population projections are 
derived from the county-level projections.  Municipal population is assumed to grow or 
decline as a continuance of past trends of each municipality’s share of county population.  
These trends are extrapolated into the future in five-year increments (2010 to 2030).   
 
In broad terms, the data projections show that Glenburn’s population will continue to grow 
over the next twenty years, while Bangor itself will see steady declines and the Bangor 
Metropolitan Area will begin to shrink by 2015 (see Figure 5).  The raw data and the 
summary in Figure 5 mask a complex pattern of changes, however.  As Figure 6 portrays 
vividly, five area communities are projected to loose population by 2030 (Bangor, Brewer, 
Kenduskeag, Old Town, Orono – and the overall populations of both the metro area and the 
Glenburn Strategic Economic Development Plan, September 2010 Page 12 
county will shrink, as documented in Table 6 and Figure 6.But between 2010 and 2030, both 
Glenburn and Hermon will grow by a quarter – significantly impacting local services and 
economic development needs. 
 
TABLE 5:  PROJECTED POPULATION, BANGOR MSA, 1990 – 2030 
 
 Estimated Pop (US Census Bureau) Projected Population 
Municipality 1990 1995 2000 2005 2010 2015 2020 2025 2030 
Bangor 34,680 33,810 31,471 31,074 30,623 29,875 28,832 27,472 26,270 
Brewer 9,296 9,103 8,982 9,138 9,179 9,168 9,067 8,861 8,700 
Eddington 2,050 2,021 2,060 2,166 2,218 2,269 2,298 2,300 2,311 
Glenburn 2,057 2,374 3,973 4,380 4,793 5,168 5,492 5,744 6,014 
Hampden 6,313 6,585 6,320 6,773 6,922 7,073 7,153 7,148 7,173 
Hermon 3,617 3,918 4,451 4,921 5,398 5,833 6,210 6,505 6,820 
Holden 2,724 2,834 2,835 2,940 3,060 3,143 3,194 3,207 3,233 
Kenduskeag 1,207 1,220 1,171 1,196 1,204 1,202 1,188 1,161 1,139 
Milford 2,876 2,829 2,954 3,013 3,118 3,190 3,230 3,231 3,246 
Old Town 8,368 8,257 7,891 7,792 7,680 7,493 7,231 6,891 6,590 
Orono 10,556 10,455 9,333 9,463 9,584 9,617 9,554 9,381 9,252 
Orrington 3,315 3,368 3,525 3,627 3,727 3,794 3,823 3,806 3,807 
Veazie 1,644 1,679 1,744 1,865 1,956 2,040 2,105 2,143 2,189 
Winterport 3,191 3,740 3,612 3,655 3,775 3,850 3,893 3,889 3,831 
Bangor MSA 91,894 92,193 90,322 92,003 93,236 93,715 93,271 91,739 90,576 
Penobscot 
County 146,988 146,301 144,882 147,068 148,770 149,211 148,172 145,411 143,358 
Maine 1,231,051 1,237,202 1,277,393 1,321,501 1,362,938 1,401,553 1,434,404 1,454,813 1,470,869 
 
FIGURE 5:  PROJECTED POPULATION, BANGOR MSA, 1990 – 2030 
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TABLE 6:  CHANGES IN POPULATION, BANGOR MSA, 1990 – 2030 
 
 
% 
Change 
% 
Change 
% 
Change 
Municipality 
1990-
2010 
2010-
2030 
1990-
2030 
Bangor -11.70% -14.21% -22.30%
Brewer -1.26% -5.22% -4.43%
Eddington 8.19% 4.19% 14.33%
Glenburn 133.01% 25.47% 153.31%
Hampden 9.64% 3.63% 8.94%
Hermon 49.24% 26.34% 74.06%
Holden 12.34% 5.65% 14.08%
Kenduskeag -0.26% -5.36% -6.61%
Milford 8.42% 4.09% 14.74%
Old Town -8.23% -14.18% -20.19%
Orono -9.21% -3.46% -11.50%
Orrington 12.43% 2.14% 13.02%
Veazie 18.96% 11.95% 30.40%
Winterport 18.30% 1.50% 2.45%
Bangor MSA 1.46% -2.85% -1.75%
Penobscot County 1.21% -3.64% -2.01%
Maine 10.71% 7.92% 18.89%
 
FIGURE 6:  CHANGES IN POPULATION, BANGOR MSA, 1990 – 2030 
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Households and Household Characteristics 
 
Glenburn experienced a doubling in the number of households from 1980-2000, far greater 
than Bangor with 16.5% and Brewer with 18.1% growth rates (see Table 7 and Figure 7, next 
page).  The Bangor MSA overall has 25 % more households now than two decades ago.  
Only three other communities in the metro area experienced growth rates in excess of 50 %:  
Hermon at 66.6 5, Milford at 60.8 %, and Winterport at 52.9 %.  All three are small towns.  
Importantly, rates of growth in the number of households have uniformly exceeded the 
population growth rates presented in Table 1 (above).  This is due to the overall aging of the 
population (resulting in more single person households), increases in the divorce rate, and 
changes in family composition.  Improved housing affordability has also played a role. 
 
Glenburn comprises 4% of the Bangor MSA households, as does Winterport and Orrington, 
compared to Brewer’s 11% and Bangor’s 38% (see Table 8 and Figure 8).  These proportions 
are roughly comparable to the population proportions presented above, and suggest that 
changes in the rate of household formation over the past two decades have been uniform 
throughout the Bangor MSA. 
 
Some 77 % of Glenburn’s population is categorized as family households, with 63.2% as 
married and 10.3% as female head of household (Table 9).  Glenburn has the third highest 
percent of married households, but also the fourth highest percent of households with a 
female head in the Bangor MSA.   Comparatively, Glenburn also has a significantly lower 
percentage of non-family households than does the total Bangor MSA, Penobscot County, 
and the State of Maine.   
 
TABLE 7:  CHANGE IN HOUSEHOLDS, BANGOR MSA, 1980 – 2000 
 
 HOUSEHOLD COUNTS NUMERICAL GROWTH PERCENT CHANGE 
Town 1980 1990 2000 1980-90 1990-2000 1980-2000 1980-90 1990-2000 1980-2000
BANGOR 11,772 13,392 13,713 1,620 321 1,941 13.8% 2.4% 16.5%
BREWER 3,253 3,619 3,842 366 223 589 11.3% 6.2% 18.1%
EDDINGTON 586 740 825 154 85 239 26.3% 11.5% 40.8%
GLENBURN 740 1,101 1,479 361 378 739 48.8% 34.3% 99.9%
HAMPDEN 1,729 2,188 2,433 459 245 704 26.5% 11.2% 40.7%
HERMON 1,000 1,345 1,666 345 321 666 34.5% 23.9% 66.6%
HOLDEN 914 1,133 1,153 219 20 239 24.0% 1.8% 26.1%
KENDUSKEAG 389 437 470 48 33 81 12.3% 7.6% 20.8%
MILFORD 734 1,059 1,180 325 121 446 44.3% 11.4% 60.8%
OLD TOWN 3,087 3,276 3,426 189 150 339 6.1% 4.6% 11.0%
ORONO 2,173 2,453 2,691 280 238 518 12.9% 9.7% 23.8%
ORRINGTON 1,081 1,231 1,396 150 165 315 13.9% 13.4% 29.1%
VEAZIE 589 659 722 70 63 133 11.9% 9.6% 22.6%
WINTERPORT 902 1,117 1,379 215 262 477 23.8% 23.5% 52.9%
          
TOTAL BANGOR MSA 28,949 33,750 36,375 4,801 2,625 7,426 16.6% 7.8% 25.7%
PENOBSCOT COUNTY 45,974 54,063 58,096 8,089 4,033 12,122 17.6% 7.5% 26.4%
STATE OF MAINE 395,184 465,312 518,200 70,128 52,888 123,016 17.7% 11.4% 31.1%
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FIGURE 7:  PERCENT CHANGE IN HOUSEHOLDS, BANGOR MSA, 1980 – 2000 
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TABLE 8: MUNICIPALITIES AS PERCENT OF HOUSEHOLDS, BANGOR  
  MSA, 1980 – 2000 
 
 1980 1990 2000 
  PERCENT  PERCENT  PERCENT 
Town # OF MSA # OF MSA # OF MSA 
       
BANGOR 11,772 40.66% 13,392 39.68% 13,713 37.70% 
BREWER 3,253 11.24% 3,619 10.72% 3,842 10.56% 
EDDINGTON 586 2.02% 740 2.19% 825 2.27% 
GLENBURN 740 2.56% 1,101 3.26% 1,479 4.07% 
HAMPDEN 1,729 5.97% 2,188 6.48% 2,433 6.69% 
HERMON 1,000 3.45% 1,345 3.99% 1,666 4.58% 
HOLDEN 914 3.16% 1,133 3.36% 1,153 3.17% 
KENDUSKEAG 389 1.34% 437 1.29% 470 1.29% 
MILFORD 734 2.54% 1,059 3.14% 1,180 3.24% 
OLD TOWN 3,087 10.66% 3,276 9.71% 3,426 9.42% 
ORONO 2,173 7.51% 2,453 7.27% 2,691 7.40% 
ORRINGTON 1,081 3.73% 1,231 3.65% 1,396 3.84% 
VEAZIE 589 2.03% 659 1.95% 722 1.98% 
WINTERPORT 902 3.12% 1,117 3.31% 1,379 3.79% 
       
TOTAL BANGOR MSA 28,949 100.00% 33,750 100.00% 36,375 100.00% 
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FIGURE 8:  PERCENT OF BANGOR MSA HOUSEHOLDS, 2000 
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TABLE 9:  TYPES OF HOUSEHOLDS, BANGOR MSA, 2000 
 
 Family Households Nonfamily Households 
Town 
Married 
Couple 
Female 
Head Other 
Sub- 
Total 
Living 
Alone Other 
Sub- 
Total Total 
PERCENT         
BANGOR 36.0% 12.8% 3.5% 52.4% 37.6% 10.1% 47.6% 100.0%
BREWER 48.5% 11.0% 3.0% 62.5% 29.3% 8.2% 37.5% 100.0%
EDDINGTON 58.5% 8.7% 5.0% 72.2% 21.1% 6.7% 27.8% 100.0%
GLENBURN 63.2% 10.3% 3.5% 76.9% 16.0% 7.0% 23.1% 100.0%
HAMPDEN 61.7% 9.6% 2.8% 74.1% 20.2% 5.8% 25.9% 100.0%
HERMON 65.5% 8.8% 3.4% 77.7% 16.7% 5.6% 22.3% 100.0%
HOLDEN 60.9% 7.4% 3.4% 71.6% 22.6% 5.7% 28.4% 100.0%
KENDUSKEAG 56.2% 9.4% 4.7% 70.2% 20.9% 8.9% 29.8% 100.0%
MILFORD 54.7% 9.2% 3.7% 67.6% 21.7% 10.7% 32.4% 100.0%
OLD TOWN 44.7% 10.1% 3.5% 58.2% 29.1% 12.7% 41.8% 100.0%
ORONO 36.6% 8.5% 2.9% 48.0% 31.5% 20.5% 52.0% 100.0%
ORRINGTON 64.3% 7.1% 3.3% 74.7% 19.3% 5.9% 25.3% 100.0%
VEAZIE 54.6% 11.4% 2.6% 68.6% 24.1% 7.3% 31.4% 100.0%
WINTERPORT 62.1% 9.4% 3.5% 75.1% 18.7% 6.2% 24.9% 100.0%
         
TOTAL BANGOR MSA 47.0% 10.7% 3.4% 61.1% 29.2% 9.7% 38.9% 100.0%
PENOBSCOT COUNTY 51.5% 9.9% 3.7% 65.1% 26.7% 8.2% 34.9% 100.0%
STATE OF MAINE 52.5% 9.5% 3.8% 65.7% 27.0% 7.2% 34.3% 100.0%
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FIGURE 9:  HOUSEHOLD COMPOSITION, BANGOR MSA, 2000 
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In every municipality in the Bangor MSA, both the average household size and the average 
family size decreased from 1990-2000.  Glenburn’s decreases are calculated as –0.22% in 
household size and –0.24 % in family size, respectively (see Table 10 and Figure 10. 
 
TABLE 10:  AVERAGE FAMILY AND HOUSEHOLD SIZE, BANGOR MSA, 2000 
 
 AVERAGE HOUSHOLD SIZE AVERAGE FAMILY SIZE 
   CHANGE   CHANGE 
Town 1990 2000 1990-2000 1990 2000 1990-2000 
BANGOR 2.31 2.12 -0.19 2.91 2.81 -0.10 
BREWER 2.46 2.30 -0.16 2.93 2.86 -0.07 
EDDINGTON 2.63 2.46 -0.17 2.93 2.84 -0.09 
GLENBURN 2.90 2.68 -0.22 3.21 2.97 -0.24 
HAMPDEN 2.73 2.60 -0.13 3.10 3.01 -0.09 
HERMON 2.79 2.66 -0.13 3.07 2.98 -0.09 
HOLDEN 2.61 2.45 -0.16 2.99 2.88 -0.11 
KENDUSKEAG 2.82 2.49 -0.33 3.09 2.87 -0.22 
MILFORD 2.72 2.50 -0.22 3.13 2.93 -0.20 
OLD TOWN 2.53 2.30 -0.23 2.98 2.83 -0.15 
ORONO 2.50 2.23 -0.27 2.93 2.81 -0.12 
ORRINGTON 2.69 2.52 -0.17 3.05 2.89 -0.16 
VEAZIE 2.48 2.41 -0.07 2.91 2.85 -0.06 
WINTERPORT 2.84 2.60 -0.24 3.17 2.96 -0.21 
       
PENOBSCOT COUNTY 2.57 2.38 -0.19 3.02 2.88 -0.14 
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FIGURE 10:  AVERAGE HOUSEHOLD SIZE, BY TOWN, 1990 AND 2000 
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Income and Poverty 
 
In 2000, the per capita income for Glenburn residents was $17,544, or 98.6 percent of the per 
capita income for Penobscot County (see Table 11).  Alternately, the median family income 
was 105.0 percent of the median family income for Penobscot County.  This pattern reflects a 
higher proportion of married couple families with children in the town, as seen earlier. 
 
TABLE 11:  HOUSEHOLDS BY INCOME GROUPS, 2000 
 
 Glenburn Bangor MSA Penobscot County 
Income Group # % # % # % 
Less than $10,000 159 10.8 1,596 7.1 2,687 7.0
$10,000 to $14,999 63 4.3 1,052 4.6 2,180 5.7
$15,000 to $24,999 130 8.8 2,368 10.5 4,886 12.8
$25,000 to $34,999 222 15.1 2,804 12.4 5,268 13.8
$35,000 to $49,999 407 27.6 4,445 19.6 7,872 20.6
$50,000 to $74,999 267 18.1 5,291 23.4 8,563 22.4
$75,000 to $99,999 130 8.8 2,629 11.6 3,698 9.7
$100,000 to $149,999 69 4.7 1,737 7.7 2,078 5.4
$150,000 to $199,999 15 1.0 347 1.5 421 1.1
$200,000 or more 10 0.7 368 1.6 496 1.3
Total 1,472 100.0 22,637 100.0 38,149 100.0
       
Median Family Income 44,335  $46,864  $42,206  
Families Below Median Income 818  11,376  19,219  
Per Capita Income $17,544  $19,194  $17,801  
  Percent of Penobscot County 98.6%  107.8%    
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The lower per capita incomes in Glenburn arise from a greater proportionate concentration of 
families in two income groups:  $ 25,000 to $ 34,999 and $ 750000 to $ 74,999 (see Figure 
11).  This pattern is consistent with the slightly older composition of its population, and with 
the local manufacturing employment opportunities in the Bangor area. 
 
FIGURE 11:  PERCENT OF FAMILIES BY INCOME GROUP, 2000 
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According to the 2000 census, 9.3 percent of Glenburn households had incomes below the 
poverty level, compared to 9.7 percent for Penobscot County as a whole (see Table 12).  
Glenburn also had a slightly smaller share of its single-parent families living below the 
poverty line (33.8 % for Glenburn, 35.7 % for the county).  With individuals over 65 years of 
age, however, Glenburn’s proportion in poverty was five percent higher than the county 
average (16.1 % compared to11.1 %). 
 
TABLE 12:  POVERTY STATUS OF FAMILIES AND INDIVIDUALS, 2000 
 
 Glenburn Bangor MSA Penobscot County 
Poverty Status in 1999 # % # % # % 
Families Below Poverty Level 106 9.3 2,029 9.0 3,712 9.7
  With Children Under 18 years 82 12.8 1,489 13.2 2,682 14.6
Families with Female Head 67 33.8 1,177 31.9 1,936 35.7
  With Children Under 18 years 62 39.0 1,070 39.9 1,735 44.1
Individuals, total 434 11.0 11,411 13.4 18,956 13.7
  18 years and over 288 10.0 8,708 13.1 13,816 13.0
      65 years and over 50 16.1 1,169 10.9 1,996 11.1
  Related children under 18 years 132 12.6 2,454 13.0 4,737 15.0
 
The proportion of families living in poverty is of course a function of the types of income 
received.  As Table 13 and Figure 12 reveal, a much higher proportion of families in 
Glenburn received income from earnings (wages and salaries) in 2000, compared to either 
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the Bangor MSA or Penobscot County.  Conversely, smaller proportions of Glenburn 
families received either public assistance or retirement income.  And les than a fifth of 
Glenburn’s residents were receiving social security, compared to a quarter or more for both 
the metro area and the county. 
 
TABLE 13:  TYPES OF INCOME RECEIVED, 2000 
 
 Glenburn Bangor MSA Penobscot County 
Income Type # % # % # % 
Earnings 1,313 89.2 28,930 79.0 45,161 77.7
Social Security 269 18.3 9,473 25.9 16,164 27.8
Supplemental Security Income 49 3.3 1,812 4.9 3,130 5.4
Public Assistance 99 6.7 1,870 5.1 3,351 5.8
Retirement Income 177 12.0 6,091 16.6 9,454 16.3
 
FIGURE 12:  TYPES OF INCOME RECEIVED, 2000 
Earnings
Social
Security Supplimental
Security
Income
Public
Assistance Retirement
Income
Glenburn
Bangor MSA
Penobscot Cty
77.7
27.8
5.4 5.8
16.3
79.0
25.9
4.9
5.1
16.6
89.2
18.3
3.3 6.7
12.0
0.0
10.0
20.0
30.0
40.0
50.0
60.0
70.0
80.0
90.0
 
Educational Attainment 
 
Of the Glenburn residents over the age of 25 during the 2000 census, 41.9 percent had 
completed high school or and equivalent, which compared very favorably with the Bangor 
MSA at only 33.3 % and Penobscot County as a whole at 36.2 % (Table 14 and Figure 13).  
In addition, the proportions of residents who had completed some college, up through and 
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including an Associates Degree, again favored Glenburn (34.3 % combined) over the MSA 
(30 %) and the county average (26.9 %).  But at the Bachelors Degree and graduate school 
levels, critically, the pattern is reversed.   Only 12.8 % of Glenburn’s residents had earned a 
bachelor’s degree or higher, compared to 26.4 % across the metro area and 22.8 % for 
Penobscot County as a whole.  In today’s high technology global economy, the apparent 
deficiency in the proportion of Bachelors degrees or higher may place Glenburn at a distinct 
competitive disadvantage. 
 
TABLE 14:  EDUCATIONAL ATTAINMENT, GLENBURN, BANGOR MSA AND  
  PENOBSCOT COUNTY, 2000 
 
 Glenburn Bangor MSA Penobscot County 
Education Group # % # % # % 
Less than 9th grade 61 2.2 2,145 3.7 47,183 5.4 
9th to 12 grade, no diploma 232 8.7 4,480 7.7 80,105 9.2 
High school graduate or equivalent 1,117 41.9 19,437 33.3 314,600 36.2 
Some college, no degree 595 22.3 11,789 20.2 165,111 19.0 
Associates Degree 320 12.0 5,119 8.8 63,934 7.3 
Bachelors Degree 257 9.6 9,355 16.0 129,992 14.9 
Graduate/Professional Degree 85 3.2 6,072 10.4 68,968 7.9 
Total (ages 25 and over) 2,667 100.0 58,397 100.0 869,893 100.0 
       
Percent high school grad or higher 89.0  88.7  85.4  
Percent bachelors or higher 12.8  26.4  22.9  
 
FIGURE 13:  PERCENT OF ADULTS 25 AND OVER, BY EDUCATION, 2000 
 
0
5
10
15
20
25
30
35
40
45
Le
ss
 th
an
 9t
h g
rad
e
9th
 to
 12
 gr
ad
e, 
no
 di
plo
ma
Hig
h s
ch
oo
l g
rad
ua
te 
or 
eq
uiv
ale
nt
So
me
 co
lle
ge
, n
o d
eg
ree
As
so
cia
tes
 D
eg
ree
Ba
ch
elo
rs 
De
gre
e
Gr
ad
ua
te/
Pr
ofe
ss
ion
al 
De
gre
e
Pe
rc
en
t o
f A
du
lts
 o
ve
r 2
5
Glenburn Bangor MSA Penobscot County  
Glenburn Strategic Economic Development Plan, September 2010 Page 22 
 
2.2 Industries, Firms and  
Occupations 
 
 
 
 
Firms in Glenburn 
 
It is extremely difficult to obtain usable information about businesses in Glenburn.  The 
community is so small that most databases do not record business-specific information.  For 
example, Glenburn was not identified in the 1997 Economic Census2 – the most recent 
source of town level information on businesses in the Bangor metropolitan area.  Instead, 
Glenburn’s data was lumped together with Bangor’s, since the data is principally sorted and 
reported by zip code.   
 
There are 42 known businesses in Glenburn, as of January 2010 (see Figure 14)3.  Virtually 
all are small enterprises, employing less than 10 people.  Indeed, many are sole proprietor 
operations with no employees.  Auto sales and service enterprises and day care centers make 
up over half of the businesses in town. 
 
FIGURE 14:  BUSINESSES IN GLENBURN, 2010 
 
Auto Sales and Service Someone Special Daycare Plumbing and Heating 
AutoCraft Collision Center Treasured Tots Daycare Cormier’s Plumbing and Heating 
Auto Visions, Inc.   
Broadway Automotive Construction Redemption Center 
Car Doctor Cote’s Building Sunset Redemption Center 
Carter’s Garage and Used Cars Emery Builders  
Corson’s Garage H. E. Bridges, Inc. Sales 
Fine Line Auto Body  Harvey RVs 
Gerico Motors & Equipment Convenient Stores Power Sports 
Glenburn Car Care BJ’s Market Tuffy Bear Discount Furniture 
Goodell’s Garage Checkout Convenience   
Lewis Used Cars Village Variety Self Storage 
Nason’s Garage  Deer Haven Self Storage 
Simpson, Gerald A. & Son  Embroidery  
Sunset Auto Sales Mid Coast Embroidery Water Wells  
  Dick Treadwell & Son 
Children’ Day Care Insurance and Financial Advisers  
Amy Smith's Day Care Legacy Insurance & Financial Advisers Other Businesses  and Services  
Bright Beginnings Childcare  A. J. Murphy Company 
Cindy’s Playland Daycare Fuel Oil Michele’s Key and Lockshop 
Cynthia Birmingham C.A. Pelkey Fuels The Lakeside Healing Place 
Kids-R-Us Day Care Heaten Oil Company  
Pinehill Nursery School   
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Employment by Occupation in Glenburn 
 
Looking at the 2000 census can have a more in-depth understanding of Glenburn’s economy.  
Considerable caution must be exercised, however, since the data is ten years old and since 
most of it looks at economic indicators pertaining to Glenburn’s residents, regardless of 
where they actually work.4   
 
Just over a fifth of Glenburn’s employed residents were working in management, 
professional, and related occupations in 2000, but this level was well below that of the 
Bangor metro area or Penobscot County (See Table 15 and Figure 15).  Over a quarter were 
employed in sales and office occupations.  Farming and forestry, once the backbone of 
Eastern Maine’s economy, accounted for less than one fifth of one percent of occupations.   
 
Construction, maintenance, production, and materials moving occupations were also over-
represented in Glenburn, compared to the metro and county averages:  since there appear to 
be few enterprises in Glenburn that fit into these categories, it is likely that a majority of 
these individuals commute to jobs in surrounding communities.  [Technical Note:  because 
the US Government significantly revised its occupational classification system, it is not 
possible to compare the occupational categories from the 2000 census to prior years]. 
 
TABLE 15:  OCCUPATIONAL CHARACTERISTICS, GLENBURN, BANGOR MSA AND  
  PENOBSCOT COUNTY, 2000 
 
 Glenburn Bangor MSA Penobscot County 
OCCUPATION # % # % # % 
Management, Professional & Related 490 22.9% 15,983 34.7% 21,156 30.3%
Service Occupations 342 16.0% 7,697 16.7% 11,641 16.7%
Sales & Office Occupations 597 27.9% 13,207 28.6% 18,728 26.8%
Farming, Forestry, Fishing 5 0.2% 256 0.6% 901 1.3%
Construction, extraction, & maintenance 279 13.0% 3,895 8.4% 6,844 9.8%
Production, transportation, & materials 
moving 428 20.0% 5,062 11.0% 10,576 15.1%
Total All Occupations 2,141 100.0% 46,100 100.0% 69,846 100.0%
 
Interestingly, Glenburn has a higher proportion of self-employed people than is true for either 
the Bangor MSA or Penobscot County as a whole (at 10.3 % of workers for Glenburn, 
compared to 6.6 % for the metro area and 7.3 % for the county).  Indeed, some 227 Glenburn 
residents identified themselves as self-employed during the 2000 US Census counts (see 
Table 16) 
 
A slightly higher proportion of Glenburn residents identified themselves as government 
workers (at 18.1 %, compared to 16.8 % countywide).  Given the small size of the municipal 
government and school system, it is likely that the majority of these 387 Glenburn residents 
worked elsewhere (quite probably, the University of Maine). 
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FIGURE 15:  PERCENT DISTRIBUTION BY OCCUPATION, 2000 
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TABLE 16:  CLASS OF WORKER, GLENBURN, BANGOR MSA AND PENOBSCOT COUNTY,  
  2000 
 
   Glenburn Town BANGOR MSA PENOBSCOT COUNTY 
CLASS OF WORKER NUMBER PERCENT NUMBER PERCENT NUMBER PERCENT 
       
Private wage & salary workers 1,527 71.3% 34,818 75.5% 52,065 75.6% 
Government workers 387 18.1% 8,172 17.7% 11,600 16.8% 
Self-employed workers 227 10.6% 3,034 6.6% 5,010 7.3% 
Unpaid family workers 0 0.0% 76 0.2% 171 0.2% 
Total All Workers 2,141 100.0% 46,100 100.0% 68,846 100.0% 
 
Data from the 2000 census reveals that Glenburn’s residents were somewhat concentrated in 
the “Education, Health, and Social Services” industries and retail trade (with a combined 
total of 41.5 %).  However, a somewhat larger proportion of workers across the Bangor 
metro area, and across Penobscot County, fell within the “Education, Health, and Social 
Services industry categories, and a slightly smaller proportion fell into retail trade (see Table 
17 and Figure 16).   
 
Table 17 reveals that Glenburn had a proportionately smaller group of workers in the 
“Professional, Scientific, Management” industries – at only 2.1 % of all workers, compared 
to 6.2 % for the metro area and 5.6 % for Penobscot County.  But one in ten Glenburn 
residents worked in construction, compared to one in twenty for the metro and county. 
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TABLE 17:  Industry of Employment, Glenburn, Bangor MSA, and Penobscot County, 2000 
 
 Glenburn Town BANGOR MSA PENOBSCOT COUNTY 
INDUSTRY # % # % # % 
       
Agriculture, forestry, fisheries & mining 0 0.0% 497 1.1% 1,607 2.3% 
Construction 214 10.0% 2,361 5.1% 4,037 5.8% 
Manufacturing, 227 10.6% 3,632 7.9% 8,308 11.9% 
Wholesale trade 102 4.8% 1,879 4.1% 2,658 3.8% 
Retail trade 341 15.9% 6,573 14.3% 9,745 14.0% 
Transportation, warehousing,  utilities 185 8.6% 2,484 5.4% 3,899 5.6% 
Information 46 2.1% 1,289 2.8% 1,662 2.4% 
Finance, insurance, real estate & rental 79 3.7% 2,086 4.5% 2,859 4.1% 
Professional, scientific, management, 
administrative & waste mgmt 44 2.1% 2,881 6.2% 3,908 5.6% 
Educational, health, and social services 548 25.6% 14,684 31.9% 19,968 28.6% 
Arts, entertainment, recreation, 
accommodations, and food services 139 6.5% 3,437 7.5% 4,785 6.9% 
Other services (except public 
administration) 91 4.3% 2,313 5.0% 3,445 4.9% 
Public administration 125 5.8% 1,984 4.3% 2,965 4.2% 
Total all industries 2,141 100.0% 46,100 100.0% 69,846 100.0% 
 
 
Figure 16:  Percent of Employment by Industry, 2000 
0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%
Agriculture, forestry, fisheries & mining
Construction
Manufacturing, durable goods
Wholesale trade
Retail trade
Transportation, warehousing,  utilities
Information
Finance, insurance, real estate & rental
Professional, scientific, management, administrative & waste mgmt
Educational, health, and social services
Arts, entertainment, recreation, accomodations, and food services
Other services (except public administration)
Public administration
In
du
st
ry
Percent of Employed Persons
Glenburn Bangor MSA Penobscot County
 
 
 
Glenburn Strategic Economic Development Plan, September 2010 Page 26 
State of the Regional (Bangor MSA) Economy 
 
 Geographic Scope 
 
A Metropolitan Statistical Area (MSA) is a geographic region containing a population 
nucleus and adjacent communities that have a high degree of integration with the center, 
based on journey to work data and commuting patterns obtained by the U.S. Census. 
 
The Bangor MSA (with Bangor as the nucleus) consists of forty-one of the sixty-seven towns 
in Penobscot County, three towns in Hancock County and two towns in Waldo County (see 
Table 18). The Bangor MSA population grew by 2,218 from April 1, 2000 to July 1, 2003.  
Interestingly, growth in seventeen towns within about a ten-mile radius of the Bangor, 
commonly referred to as Bangor’s bedroom communities (including Glenburn), totaled 
1,817.   
 
TABLE 18: Bangor MSA Population Estimates July 1, 2003 
 
Town and Population Town and Population 
Hancock County towns Hampden  6,609 
Amherst  231 Hermon  4,743 
Aurora  118 Holden  2,922 
Dedham  1,453 Howland  1,360 
 Hudson  1,411 
Penobscot County towns Kenduskeag  1,211 
Alton  836 Lagrange  749 
Argyle Unorganized  253 Levant  2,289 
Bangor city  31,550 Lowell  295 
Bradford  1,221 Maxfield  86 
Bradley  1,265 Milford  3,046 
Brewer city  9,075 Newburgh  1,438 
Carmel  2,459 Newport  3,057 
Charleston  1,399 Old Town city  8,127 
Clifton  766 Orono  9,142 
Corinth  2,633 Orrington  3,575  
Dixmont  1,083 Passadumkeag  446 
East Central Penobscot Unorgnized  321 Penobscot Indian Island  556 
Eddington  2,153 Plymouth  1,281 
Edinburg  98 Stetson  1,010 
Enfield  1,605 Veazie  1,846 
Etna  1,014  
Exeter  1,003 Waldo County towns 
Garland  989 Frankfort  1,067 
Glenburn  4,199 Winterport  3,682 
Greenbush  1,452 Total Population Bangor MSA  127,124 
 
Importantly, before the 2000 census, the Bangor Metropolitan Area was comprised of only 
the fifteen communities shown in Bold Italics.  Based on data from that Census, the federal 
government expanded the scope of the metropolitan area to include 26 communities that 
were previously considered to be the Bangor Suburban area.  The new metro area includes 
most of the towns shown in the darker shaded area of the map on the next page. 
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MAP 2: POPULATION AND LABOR FORCE WITHIN 30 AND 50 MILES OF  
 BANGOR 
 
Source: City of Bangor, Department of Community and Economic Development, Community 
and Economic Profile, 2008. 
 
The boundaries of the Bangor Metro area are now the same as the boundaries of the Bangor 
Labor Market Area (LMA), which should simplify the integration of census and labor market 
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data.  An LMA is a geographic area having a high degree of economic and social integration 
with the central city, again as measured by community patterns.  Because of this change in 
the geographic coverage of the metro area, however, comparison of census data before and 
after 2000 will be difficult. 
 
Even though Glenburn makes up only 3.3 percent of the population of the Bangor 
metropolitan area, an examination of the metro economy will help to put Glenburn’s 
economic development prospects and challenges in perspective.  For better or worse, 
Glenburn is a “bedroom community” for the Bangor area, and residents commute to work in 
many area towns (see resident survey data in Section 2.3).  Even more people drive through 
Glenburn on their way to and from work, school, sporting and cultural events, and shopping. 
 
 Industry Composition: Firms 
 
The Greater Bangor labor market is a relatively non-diversified economy.  Manufacturing 
firms here comprise only 6.1 percent of manufacturing statewide, even though the area 
claims 7.6 % of all Maine businesses (see Table 19 and Figure 17).  Compared to the area’s 
share of total state businesses, companies within the local economy are disproportionately 
concentrated in transportation and warehousing (10.7 percent of the state), retail trade (9.2 
%) government (8.6 %), management (9.5 %) and health care and social assistance (9.8 %).   
 
TABLE 19: NUMBER OF FIRMS, BY INDUSTRY DIVISION, BANGOR LABOR 
MARKET AREA (LMA), 2008 
 
NAICS Industry Description Maine 
Bangor 
LMA 
% of 
State 
10 Total - All Ownerships  51,280 3,900 7.6%
101 Goods-Producing   9,268 657 7.1%
21 Mining 38 1 2.6%
23 Construction 6,199 465 7.5%
31-33 Manufacturing  1,902 116 6.1%
102 Service-Providing 38,751 2,964 7.6%
42 Wholesale Trade 3,553 183 5.2%
44-45 Retail Trade  6,478 597 9.2%
48-49 Transportation and Warehousing 1,388 148 10.7%
22 Utilities       90 12 13.3%
51 Information         747 55 7.4%
52 Finance and Insurance 2,119 178 8.4%
53 Real Estate and Rental and Leasing 1,712 135 7.9%
54 Professional, Scientific and Tech Services 4,993 344 6.9%
55 Management of Companies and Enterprises   262 25 9.5%
56 Admin & Support & Waste Mgmt. Serv. 2,789 193 6.9%
61 Educational Services 516 31 6.0%
62 Health Care and Social Assistance 4,464 439 9.8%
71 Arts, Entertainment, and Recreation 837 58 6.9%
72 Accommodation and Food Services   3,940 258 6.5%
81 Other Services (Except Public Administration) 3,822 308 8.1%
99 Unclassified 1,041 0 0.0%
10 Total Government 3,261 279 8.6%
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FIGURE 17:  PERCENT DISTRIBUTION OF FIRMS BY INDUSTRY, BANGOR LMA, 2008 
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Enterprises in the Bangor LMA tend to be very small, with over 51 percent employing only 
one to four employees (see Figure 18).  Another fifth have only five to nine employees, and 
only three out of ten have more than ten workers.  Very small firms are especially common in 
construction, retail trade, professional and technical services, health care and social services.  
 
FIGURE 18:  PERCENT DISTRIBUTION OF FIRMS BY SIZE, BANGOR LMA, 2008 
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assistance and other services.  The last four industries have a fair number of firms in each 
class, however (see Figure 19). 
 
FIGURE 19:  FIRMS BY SIZE CLASS AND INDUSTRY, BANGOR LMA, 2008 
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 Major Employers 
 
While the major employers in the Bangor area cover the spectrum of industries, health 
services, government services, and education predominate (see Table 20).  Only 5 of the top 
employers are manufacturers, and only 3 are wholesalers.  This imbalance reflects the labor 
market’s role as a regional center for health and human services provision. 
 
TABLE 20: MAJOR EMPLOYERS, BANGOR MSA, 2008 
 
NAME DESCRIPTION EMPLOYEES 
   
Eastern Maine Medical Center  Regional health care center 1,000 – 4,999 
Bangor Mall  Shopping complex “ 
University of Maine at Orono  Main campus, state university system “ 
Hannaford Supermarkets  Grocery chain “ 
Jackson Laboratory  Research facility “ 
Cianbro Corporation  Modular construction “ 
   
L.L. Bean  Call center for merchandise orders 500 –999 
Verso Corp Paper Mill  Paper manufacturer “ 
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NAME DESCRIPTION EMPLOYEES 
St Joseph's Hospital  Health care center “ 
Microdyne Outsourcing  Call center for computer support 
services 
“ 
Acadia Hospital  Residential substance abuse treatment 
facility 
“ 
Hollywood Slots  Racino gaming facility “ 
Wal-Mart  Department stores “ 
Bangor Savings Bank  Financial institutions “ 
   
General Electric Power Systems  Turbine manufacturer 250 – 499 
Community Health & Counseling 
Services  
Community social services “ 
Penobscot Community Health Center Health care “ 
Guilford of Maine  Fabric manufacturer “ 
Hardwood Products  Wood products manufacturer “ 
Hartt Transportation Systems  Transportation “ 
Webber Oil Company r Fuel wholesaler / distributor “ 
United Parcel Service  Package delivery “ 
Bangor International Airport  Airport “ 
Dysarts Transport Inc.  Truck stops & plazas “ 
Maine Community College System  Academic system “ 
Husson College  Academic College “ 
Quirk Auto Park of Bangor  Automobile dealer “ 
Old Town Canoe Co  Boat manufacturer “ 
   
Z F Lemforder Corporation 
manufacturers 
Automobile parts & supplies 100 – 249 
Northeast Cardiology Associates  Cardiology facility “ 
Affiliated Laboratory Inc  Laboratory facility “ 
Verizon Communications  Telephone communications “ 
Bangor Publishing Company  Newspaper publisher “ 
Bangor Hydro-Electric Co  Electric company “ 
Eaton Peabody  Legal services “ 
Telford Aviation  Aircraft equipment parts & supplies “ 
Bank of America  Call center “ 
 
Primary Source: Maine Department of Labor: reprinted in City of Bangor, Department of Community 
and Economic Development, Community and Economic Profile, 2008. 
 
 Industry Composition: Employees 
 
A crucial way to look at economic activity within a labor market is to look at the distribution 
of jobs by industry. Table 21 and Figure 20 provide an overview of the distribution of jobs in 
the Bangor LMA.  The data reveals that the region has 10.6 % of the state’s nonfarm wage 
and salary jobs, and that there are not uniformly distributed across industries.  Manufacturing 
(6.9 %), finance and insurance (6.6 %) educational services (7.3 %), real estate (8.6 %), and 
arts and entertainment (8.9 %) are underrepresented, while transportation and warehousing 
(15.3 %), health care and social assistance (12.7 %), information services (12.5 %), retail 
trade (12.2 %), and government (12.1%) are overrepresented. 
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TABLE 21: DISTRIBUTION OF JOBS BY INDUSTRY, BANGOR MSA, 2008 
 
Industry 
Code Industry Description Maine 
Bangor 
LMA % of State 
10 Total - All Ownerships  602,196 64,019 10.6%
101 Goods-Producing   94,017 6,685 7.1%
21 Mining 100  0.0%
23 Construction 29,352 2,927 10.0%
31-33  Manufacturing  58,746 3,276 5.6%
102 Service-Providing 408,152 45,274 11.1%
42 Wholesale Trade 20,704 2,096 10.1%
44-45  Retail Trade  85,417 10,399 12.2%
48-49  Transportation and Warehousing 16,044 2,453 15.3%
22 Utilities       1,865 218 11.7%
51 Information         10,775 1,342 12.5%
52 Finance and Insurance 24,615 1,621 6.6%
53 Real Estate and Rental and Leasing 7,038 608 8.6%
54 Professional, Scientific and Tech Services 24,422 2,512 10.3%
55 Management of Companies and Enterprises 6,817 620 9.1%
56 Admin & Support & Waste Mgmt. Serv. 25,127 2,715 10.8%
61 Educational Services 10,590 776 7.3%
62 Health Care and Social Assistance 98,138 12,459 12.7%
71 Arts, Entertainment, and Recreation 8,236 732 8.9%
72 Accommodation and Food Services   51,806 4,957 9.6%
81 Other Services (Except Public Administration) 16,274 1,769 10.9%
99 Unclassified 285  0.0%
10 Total Government 100,026 12,060 12.1%
 
FIGURE 20: PERCENT DISTRIBUTION OF JOBS BY INDUSTRY, BANGOR MSA, 2008 
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 Occupational Composition 
 
It is also important to understand the occupational mix in a labor market, since this is a more 
reliable guide to potential employment opportunities than is industry data.  Table 22 details 
the occupational distribution for the Bangor LMA in 2008, while Figures 21 and 22 present 
this information visually (note that the two figures invert the order of the Table 22 listing). 
 
TABLE 22: DISTRIBUTION OF JOBS BY OCCUPATION, BANGOR MSA, 2008 
 
Occupation Employment % OF JOBS
Management Occupations 2,920 4.6%
Business and Financial Operations Occupations 2,050 3.3%
Computer and Mathematical Occupations 740 1.2%
Architecture and Engineering Occupations 640 1.0%
Life, Physical, and Social Science Occupations 560 0.9%
Community and Social Services Occupations 1,720 2.7%
Legal Occupations 410 0.7%
Education, Training, and Library Occupations 4,700 7.5%
Arts, Design, Entertainment, Sports, and Media Occupations 780 1.2%
Healthcare Practitioners and Technical Occupations 3,670 5.8%
Healthcare Support Occupations 2,220 3.5%
Protective Service Occupations 1,350 2.1%
Food Preparation and Serving-Related Occupations 5,250 8.4%
Building and Grounds Occupations 2,130 3.4%
Personal Care and Service Occupations 1,910 3.0%
Sales and Related Occupations 6,790 10.8%
Office and Administrative Support Occupations 11,050 17.6%
Farming, Fishing, and Forestry Occupations 240 0.4%
Construction and Extraction Occupations 3,010 4.8%
Installation, Maintenance, and Repair Occupations 2,900 4.6%
Production Occupations 2,870 4.6%
Transportation and Material Moving Occupations 4,920 7.8%
   
Total all occupations 62,820 100.0%
 
The data contains several surprises: 
 
 There are twice as many people employed in office and administrative support 
occupations than in virtually any other occupational grouping – almost one in six 
workers. 
 One in ten workers is in sales related occupations. 
 Only three other occupations (transportation and materials moving, food preparation 
and serving, and education and training) break the six percent mark. 
 Farming, fishing, and forestry occupations – once the virtual mainstay of the regional 
economy – are now the smallest category. 
 Production occupations (manufacturing) accounts for less that one in twenty workers. 
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FIGURE 21: DISTRIBUTION OF JOBS BY OCCUPATION, BANGOR MSA, 2008 
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FIGURE 22: PERCENT DISTRIBUTION OF JOBS BY OCCUPATION, BANGOR MSA, 
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 Wages and Earnings 
 
Bangor’s 64,000+ workers generate a total payroll of about $2.2 billion, or 10.0 % of the 
state’s $21.9 billion.  Several industries had larger shares of the state’s total earnings than the 
10 % average, however, including retail trade, transportation and warehousing, and health 
care and social assistance, while several industries were markedly below the 10 % level: 
manufacturing. finance and insurance, management of corporations, and educational services 
(see Table 23). 
 
TABLE 23: DISTRIBUTION OF TOTAL EARNINGS BY INDUSTRY, BANGOR MSA 
 
NAICS Industry Description Maine Bangor LMA % of State 
10 Total - All Ownerships  $21,864,632,551 $2,190,026,744 10.0%
101 Goods-Producing   $4,083,977,330 $260,114,710 6.4%
21 Mining $3,299,809  0.0%
23 Construction $1,181,005,278 $114,320,998 9.7%
31-33  Manufacturing  $2,710,948,249 $127,019,394 4.7%
102 Service-Providing $13,800,069,488 $1,463,100,943 10.6%
42 Wholesale Trade $1,037,436,920 $89,172,059 8.6%
44-45  Retail Trade  $1,986,513,109 $243,013,364 12.2%
48-49  Transportation and Warehousing $559,431,496 $88,494,960 15.8%
22 Utilities       $119,295,358 $13,785,313 11.6%
51 Information         $476,112,759 $55,645,494 11.7%
52 Finance and Insurance $1,328,398,612 $71,483,218 5.4%
53 Real Estate and Rental and Leasing $222,027,416 $17,253,028 7.8%
54 Professional and Tech Services $1,324,378,392 $98,370,116 7.4%
55 Management of Corporations $486,564,488 $31,081,486 6.4%
56 Admin & Support & Waste Mgmt. Serv. $723,567,990 $69,783,221 9.6%
61 Educational Services $382,883,818 $22,012,324 5.7%
62 Health Care and Social Assistance $3,754,354,752 $535,473,471 14.3%
71 Arts, Entertainment, and Recreation $174,807,351 $13,279,233 7.6%
72 Accommodation and Food Services   $791,825,660 $67,975,815 8.6%
81 Other Services (Except Public Admin.) $420,301,634 $46,277,841 11.0%
99 Unclassified $12,169,733  0.0%
10 Total Government $3,980,585,733 $466,811,091 11.7%
 
Industry shares of total earnings in the Bangor LMA, as shown in Figure 23, are roughly the 
same as industry shares of employment (see Figure 20, above).  For example, transportation 
and warehousing claimed just fewer than 16 % of total annual earnings, just as it claimed 
about 16 percent of LMA employment.  Retail trade claimed about 12 % on each economy 
measure.  Importantly, service producing industries (wholesale trade, retail trade, 
transportation, and the services) generated two thirds (66.8 %) of the region’s total earnings, 
while goods producing industries (manufacturing and construction, principally, generated 
just under a third of regional earnings.  
 
With so many industries showing a smaller than expected share of the state’s earnings, it is 
important to look at the issue of average industry wages.  Table 24 and Figure 23 present this  
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FIGURE 23: INDUSTRY SHARE OF TOTAL EARNINGS, BANGOR MSA, 2008 
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TABLE 24: AVRAGE ANNUAL EARNINGS BY INDUSTRY, BANGOR MSA, 2008 
 
NAICS Industry Description Maine Bangor LMA % of State 
10 Total - All Ownerships  $36,308 $34,209 94.2%
101 Goods-Producing   $43,439 $38,908 89.6%
21 Mining $32,861  0.0%
23 Construction $40,236 $39,054 97.1%
31-33  Manufacturing  $46,147 $38,777 84.0%
102 Service-Providing $33,811 $32,317 95.6%
42 Wholesale Trade $50,107 $42,539 84.9%
44-45  Retail Trade  $23,257 $23,369 100.5%
48-49  Transportation and Warehousing $34,868 $36,081 103.5%
22 Utilities       $63,974 $63,284 98.9%
51 Information         $44,188 $41,465 93.8%
52 Finance and Insurance $53,968 $44,112 81.7%
53 Real Estate and Rental and Leasing $31,547 $28,377 90.0%
54 Professional and Tech Services $54,229 $39,161 72.2%
55 Management of Corporations $71,372 $50,158 70.3%
56 Admin & Support & Waste Mgmt. Serv. $28,797 $25,704 89.3%
61 Educational Services $36,156 $28,382 78.5%
62 Health Care and Social Assistance $38,256 $42,980 112.3%
71 Arts, Entertainment, and Recreation $21,225 $18,149 85.5%
72 Accommodation and Food Services   $15,285 $13,714 89.7%
81 Other Services (Except Public Admin.) $25,826 $26,162 101.3%
99 Unclassified $42,751  0.0%
10 Total Government $39,795 $38,708 97.3%
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data.  As Figure 24 reveals nicely, only one industry, health care and social assistance, did 
Bangor MSA wages exceed the state average by any significant amount (112.3 %).  Three 
other industries exceeded the state averages by very small margins, while at least a dozen 
industries in the Bangor labor market are paying annual wages markedly less than is typical 
statewide.   
 
Interestingly, the largest gaps are with “professional, scientific and technical” and 
“management of companies and enterprises, both of which evidenced annual earnings of less 
than 75 % of the state average.  Manufacturing and wholesale trade were both around 85 % 
of the state average. 
 
FIGURE 24: AVERAGE ANNUAL EARNINGS BY INDUSTRY, BANGOR MSA AS A 
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Table 25 (next page) details the median hourly and median annual wages for each of the key 
occupational groups in the Bangor MSA.  The degree of variability in earnings from 
occupation to occupation is immediately obvious, with median annual earnings ranging from 
a low of $17,740 in food preparation and service to a high of $65,490 in management 
occupations.  
 
In hourly wage terms, these translate into a mean of only $8.53 for food service, compared to 
$31.48 for managers.  Figure 25 depicts the variation in median hourly wages, with the 
earnings dividing line – at healthcare practitioners – being a fairly obvious separation 
between those with and without a college degree. 
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TABLE 25: OCCUPATIONAL EMPLOYMENT AND WAGES, BANGOR MSA, 2008 
 
Occupation Employment
Median 
Hourly 
Wage 
Median 
Annual Wage
Management  2,920 $31.48 $65,490
Business and Financial Operations  2,050 $23.00 $47,840
Computer and Mathematical  740 $24.98 $51,950
Architecture and Engineering  640 $24.44 $50,830
Life, Physical, and Social Science  560 $21.56 $44,850
Community and Social Services  1,720 $16.02 $33,310
Legal  410 $22.89 $47,620
Education, Training, and Library  4,700 $20.56 $42,770
Arts, Design, Entertainment, and Media  780 $14.07 $29,260
Healthcare Support  2,220 $12.14 $25,240
Protective Service  1,350 $12.52 $26,040
Food Preparation and Serving-Related  5,250 $8.53 $17,740
Building & Grounds Cleaning & Maint.  2,130 $10.72 $22,300
Personal Care and Service  1,910 $10.24 $21,290
Sales and Related  6,790 $10.66 $22,180
Office and Administrative Support  11,050 $13.14 $27,330
Farming, Fishing, and Forestry  240 $14.21 $29,550
Construction and Extraction  3,010 $15.89 $33,040
Installation, Maintenance, and Repair  2,900 $16.70 $34,730
Production  2,870 $13.88 $28,880
Transportation and Material Moving  4,920 $13.08 $27,210
 
FIGURE 25: MEAN HOURLY WAGES, BY OCCUPATION, BANGOR MSA  
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Recent Economic Restructuring:  Bangor Labor Market 
 
One of the most difficult challenges in economic development is predicting the future – 
which in reality amounts to making educated guesses about which industries will prosper and 
which will flounder over the next five, ten, or twenty years in a given locality (and, 
ultimately, about which local economic development strategies and investments can help 
make the desired future possible).   
 
It used to be almost universally true that “the best predictor of the future is the past” – 
meaning that historical economic cycles and forces tend to repeat themselves, absent large 
scale disruptions such as the industrial revolution, the technological revolution of the past 
four decades, or global conflicts.  Indeed, some authorities now assert that global climate 
change has the potential to produce worldwide economic disruptions of unprecedented 
magnitude (and thus, global climate change is being treated by the Central Intelligence 
Agency and others as a significant national security threat).   
 
Certainly the fact that , across the nation, corporations large and small are embracing green 
energy, green building techniques, green jobs, and a philosophy of “going green” suggests a 
groundswell of national economic restructuring around environmental responsibility as a core 
corporate “bottom line” on par with annual profits and growth in stock prices.  In some 
respects, communities like Glenburn may be better positioned to participate in this economic 
future simply because the town and its residents do not already have a significant investment 
businesses that rely on older, more costly and more environmentally risky technologies.  The 
community may be freer than other communities to pursue green enterprise development 
simply because it does not have any large-scale “old technology” enterprises to maintain or a 
large number of traditional manufacturing jobs to protect.5   
 
A discussion of the potential strategic implications of this situation is presented in Section 3, 
later in this report.  Meanwhile, it must be recognized that large-scale economic changes do 
not happen overnight, and they do not happen in isolation.  The forces of economic 
restructuring have been chipping away at some regional industries for decades, while 
nurturing and spurring growth in others.  Key patterns are discernable by looking at change 
in the number and size of firms in each industry, the number of jobs in each industry, and 
average annual earnings by industry. 
 
Over the past nine years, the regional economy has grown by 248 enterprises, or 6.83 % (see 
Table 26 and Figure 26).  There are now 3,900 firms in the Bangor Metropolitan area, of 
which 3,621 (92.8 %) are private sector firms and 279 (7.2 %) are government entities.  
Within the private sector, only 657 (18.1 percent) are goods producing firms, and 2,964 (81.2 
%) are service firms.  While the number of “goods producing” companies grew by 11.5 %, 
most of this was in construction firms (11.5 %)  Manufacturing firms in the Bangor metro 
area dropped by over sixteen % between 2000 and 2008 (loosing 223 firms).   
 
The largest growth industry was construction, which added 87 firms (23 % growth), and 
health care and social services, which added 82 enterprises (23 % growth).  Professional, 
scientific and technical services expanded by 53 enterprises (18.2 %), while “finance and 
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insurance”, “real estate and renting”, and “information services” all grew by around 12 % (29 
firms, 53 firms, and 16 firms respectively).  Overall, the number of firms in the services 
sector only grew by 5.3 %, with the gains described above being offset by the loss of 
companies in retail trade, transportation and warehousing, utilities, management, and arts and 
recreation. 
 
TABLE 26: CHANGE IN NUMBER OF FIRMS, BY INDUSTRY DIVISION,  
BANGOR LABOR MARKET AREA (LMA), 2000 - 2008 
 
  2000  2008  Percent 
NAICS Industry Description # % # % Change 
10 Total - All Ownerships                            3,652 100.0% 3,900 100.0% 6.8%
101 Goods-Producing                                   589 16.1% 657 16.8% 11.5%
11 Agriculture, Forestry, Fishing 71 1.9% 75 1.9% 5.6%
21 Mining                                                     1 0.0% 1 0.0% 0.0%
23 Construction                                           378 10.4% 465 11.9% 23.0%
31-33 Manufacturing                                        139 3.8% 116 3.0% -16.5%
102 Service-Providing                                   2,816 77.1% 2,964 76.0% 5.3%
42 Wholesale Trade                                    173 4.7% 183 4.7% 5.8%
44-45 Retail Trade                                            621 17.0% 597 15.3% -3.9%
48-49 Transportation and Warehousing           164 4.5% 148 3.8% -9.8%
22 Utilities                                                    13 0.4% 12 0.3% -7.7%
51 Information                                             49 1.3% 55 1.4% 12.2%
52 Finance and Insurance                           159 4.4% 178 4.6% 11.9%
53 Real Estate and Rental and Leasing      119 3.3% 135 3.5% 13.4%
54 Professional, Scientific Services            291 8.0% 344 8.8% 18.2%
55 Management of Companies 27 0.7% 25 0.6% -7.4%
56 Admin & Support Serv.                 181 5.0% 193 4.9% 6.6%
61 Educational Services                              31 0.8% 31 0.8% 0.0%
62 Health Care and Social Assistance        357 9.8% 439 11.3% 23.0%
71 Arts, Entertainment, and Recreation      62 1.7% 58 1.5% -6.5%
72 Accommodation and Food Services       247 6.8% 258 6.6% 4.5%
81 Other Services (Except Public Admin)   321 8.8% 308 7.9% -4.0%
92 Public Administration                              1 0.0% 0 0.0% -100.0%
10 Total Government 247 6.8% 279 7.2% 13.0%
 
These aggregate numbers undoubtedly mask some important trends.  For example, 
construction activity has been quite volatile over the past four or five years, as the bursting of 
the housing bubble, recessionary price drops, and government spending deficit left area 
housing developers (and contractors) with a surplus of single family homes in the lower 
middle to middle income price range, commercial building developers with unfinished 
projects, and an accumulation of deferred road and bridge projects.   
 
Recovery act spending has helped to turn this pattern around somewhat, and there appears to 
be a growing local trend toward the development of “retirement villages” in the Bangor area.  
This last pattern mirrors the current and projected growth in health care and social assistance 
enterprises, particularly those focused on meeting the mushrooming needs of aging baby 
boomers. 
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FIGURE 26: CHANGE IN NUMBER OF FIRMS, BY INDUSTRY DIVISION,  
BANGOR LABOR MARKET AREA (LMA), 2000 - 2008 
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Over the past nine years, the regional economy has grown by 3,705 jobs (6.1 %), about 2 ½ 
times less than during the period from 1990 to 2009, when job growth in the Bangor area 
exceeded 16 percent.  Goods producing firms lost 1,185 jobs (-15.1 %), while service 
producing firms added 4,635 positions, an increase of 11.4 % (see Table 27 and Figure 27).  
Government entities remained relatively stable, increasing only 2.2 % over the period. 
 
TABLE 27: CHANGE IN EMPLOYMENT, BY INDUSTRY DIVISION,  
BANGOR LABOR MARKET AREA (LMA), 2000 - 2008 
 
Industry 
Code Industry Description 2000 % 2008 % 
% 
Change 
101 Goods-Producing      7,870 13.0% 6,685 10.4% -15.1%
11 Agriculture, Forestry, Fishing 448 0.7% 483 0.8% 7.8%
23 Construction         2,639 4.4% 2,927 4.6% 10.9%
31-33 Manufacturing        4,782 7.9% 3,276 5.1% -31.5%
102 Service-Providing             40,639 67.4% 45,274 70.7% 11.4%
42 Wholesale Trade                                      2,444 4.1% 2,096 3.3% -14.2%
44-45 Retail Trade      9,294 15.4% 10,399 16.2% 11.9%
48-49 Transportation and Warehousing           2,077 3.4% 2,453 3.8% 18.1%
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Industry 
Code Industry Description 2000 % 2008 % 
% 
Change 
22 Utilities         267 0.4% 218 0.3% -18.4%
51 Information       1,561 2.6% 1,342 2.1% -14.0%
52 Finance and Insurance                     1,782 3.0% 1,621 2.5% -9.0%
53 Real Estate and Rental and Leasing       568 0.9% 608 0.9% 7.0%
54 Professional, Scientific Services              1,884 3.1% 2,512 3.9% 33.3%
55 Management of Companies 583 1.0% 620 1.0% 6.3%
56 Admin & Support & Waste Mgmt. Serv.   2,588 4.3% 2,715 4.2% 4.9%
61 Educational Services                               454 0.8% 776 1.2% 70.9%
62 Health Care and Social Assistance          10,102 16.7% 12,459 19.5% 23.3%
71 Arts, Entertainment, and Recreation        435 0.7% 732 1.1% 68.3%
72 Accommodation and Food Services        4,546 7.5% 4,957 7.7% 9.0%
81 
Other Services (Except Public 
Administration)                     1,911 3.2% 1,769 2.8% -7.4%
10 Total Government 11,805 19.6% 12,060 18.8% 2.2%
 Total 60,314 100.0% 64,019 100.0% 6.1%
 
While wholesale trade, finance and insurance, and information services saw small to modest 
growth in the 1990’s, only to have those gains all but erased in the last nine years.  Wholesale 
trade firms shrank by 14.2 % (348 jobs), finance and insurance firms shed 161 jobs (-9.0%), 
and information firms dropped 219 positions (-14.0%). 
 
FIGURE 27: CHANGE IN NUMBER OF EMPLOYEES, BY INDUSTRY DIVISION,  
BANGOR LABOR MARKET AREA (LMA), 2000 - 2008 
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Manufacturing employment in the Bangor area dropped by over six % between 1990 and 
2000, and by 31.5 % between 2000 and 2009.  Most of the loss was in non-durable goods 
manufacturing – paper products and food products – where 1,213 jobs (-52.1 %) were lost.  
Significantly, jobs lost in the manufacturing sector are being replaced by retail sales and 
services positions that offer much lower average wages, are often part-time and/or seasonal, 
and often provide few if any fringe benefits.  Retail, for example, added 1,105 jobs (11.9 %) 
while the manufacturing work was disappearing. 
 
The long-term pattern – over the past three decades – clearly reveals the conversion of this 
labor market from a regional manufacturing center to a regional service and retail economy 
See Figure 28).  Since 1981, the Bangor Labor Market Area has lost over 2,800 
manufacturing positions, while gaining 12,760 service jobs and 4,745 retail sales positions. 
 
FIGURE 28: CHANGE IN EMPLOYMENT BY INDUSTRY DIVISION,  
BANGOR LABOR MARKET AREA (LMA), 1990 - 2009 
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Figure 29 summarizes changes in the average size of firms in each industry as a result of the 
interaction of changes in the number of firms and the number of employees.  While the size 
of many industries remained relatively stable, some noticeable expansions are evident in 
educational services, management of companies, transportation and warehousing, and retail 
trade.  Conversely, shrinkage is evident in information services, utilities, wholesale trade, and 
of course, manufacturing.  Of course, some shredding of jobs is to be expected in a recession, 
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as the result of the failure of and closing of firms. 
 
FIGURE 29: CHANGE IN SIZE OF FIRMS, BY INDUSTRY DIVISION,  
BANGOR LABOR MARKET AREA (LMA), 2000 - 2008 
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Projected Growth and Decline, Eastern Maine 
 
Available projections suggest that the Bangor area’s manufacturing base will face significant 
additional erosion over the next several years (see Figure 30), with an overall loss of 12.3 
%of the region’s manufacturing jobs – including 8.5 % of durable goods manufacturing jobs 
and 16.3 % of non-durable goods manufacturing positions.  Particularly hard hit will be wood 
products (-14.4 %), fabricated metal products (-14.0 %), furniture and related products (-10.9 
%), textiles (-12.0 %), leather and allied products (-16.2 %), and paper manufacturing (-20.5 
%).  Given the large share of manufacturing jobs concentrated in the latter category (24.8 %), 
the loss of paper making jobs will be particularly troublesome for the region. 
 
But manufacturing is not the only industry in decline in the three-county region.  Information 
services will also see job losses, but only in the range of 3.5 % over the ten-year period.  All 
other industry sectors are projected to grow, albeit modestly in most cases (see Figure 31 and 
Table 29).  Overall growth in jobs should be in the range of 5.5 %, but job growth in several 
industries will be almost twice that: real estate and rentals / leasing (10.6 %), health care and 
social assistance (16.9 %), arts, entertainment, and recreation (41.7 %), and accommodations 
and food services (11.2 %).  Much of the growth in the latter two categories appears to be 
tied to projected growth in Eastern Maine’s tourism industry. 
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FIGURE 30: PERCENT CHANGE IN MANUFACTURING EMPLOYMENT, BY  
INDUSTRY, PENOBSOCT, PISCATQUIS AND HANCOCK COUNTIES), 2004 - 2014 
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FIGURE 31: CHANGE IN EMPLOYMENT, BY INDUSTRY, PENOBSOCT, PISCATQUIS  
AND HANCOCK COUNTIES), 2004 - 2014 
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TABLE 28:  EMPLOYMENT BY INDUSTRY, HANCOCK, PENOBSCOT, 
  AND PISCATAQUIS COUNTIES, 2004 – PROJECTED 2014 
 
Average # Jobs Change   
Industry 
2004 2014 Net Percent
Total Employment  110,379 116,457 6,078 5.5%
  Self-Employed, Private Household & Unpaid Family Workers 10,531 10,395 -136 -1.3%
   Wage and Salary Jobs 99,848 106,062 6,214 6.2%
    Total Private 81,947 87,723 5,776 7.0%
     Goods-Producing Industries 14,305 13,505 -800 -5.6%
      Natural Resources and Mining               1,154 1,189 35 3.0%
       Agriculture, Forestry, Fishing and Hunting 1,125 1,160 35 3.1%
       Mining                                            29 29 0 0.5%
      Construction                                       4,821 5,014 192 4.0%
      Manufacturing                                      8,329 7,302 -1,027 -12.3%
       Durable Goods 4,224 3,865 -358 -8.5%
       Nondurable Goods 4,105 3,437 -669 -16.3%
     Service-Providing Industries 86,406 93,469 7,064 8.2%
      Trade, Transportation, and Utilities        22,899 24,195 1,296 5.7%
       Wholesale Trade 2,837 3,021 184 6.5%
       Retail Trade 15,753 16,877 1,124 7.1%
       Transportation and Warehousing 3,952 3,965 13 0.3%
       Utilities                                          356 332 -24 -6.8%
      Information 1,903 1,835 -68 -3.5%
      Financial Activities 7,878 8,417 539 6.8%
       Finance and Insurance 2,468 2,593 125 5.1%
       Real Estate and Rental and Leasing 1,018 1,126 108 10.6%
      Professional and Business Services 4,391 4,698 307 7.0%
      Education and Health Services 17,755 20,678 2,923 16.5%
       Health Care and Social Assistance 16,892 19,750 2,858 16.9%
      Leisure and Hospitality 9,878 11,273 1,396 14.1%
       Arts, Entertainment, and Recreation 957 1,355 399 41.7%
       Accommodation and Food Services 8,921 9,918 997 11.2%
      Other Services 3,802 4,035 233 6.1%
    Government 17,901 18,339 438 2.4%
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The area economy was historically concentrated on natural resource based manufacturing 
(lumber, wood products, pulp and paper, food, textiles, and leather goods), each of which 
have seen marked employment declines over the past two decades – a pattern that will 
continue.  Manufacturing jobs have been replaced by wholesale and retail trade, financial 
activities (especially real estate), health care and social services, and leisure and hospitality 
services, all of which will continue to grow over the next five years.  Much of this growth 
will be linked to growth in the region’s tourist industries, as noted above, and to services for 
the aging "Baby Boom" population.   
 
Many of the anticipated declines are in those industries that have historically paid higher 
wages, particularly in the manufacturing sector.  The industries where growth is projected 
include services, retail trade, and other industries with lower average wages – and often with 
a high proportion of part-time or seasonal jobs.  This pattern, while consistent with statewide 
and national trends, will not help to address the low incomes of many local families. 
 
 
2.3 Employment and  
Unemployment 
 
 
 
 
 Labor Force Trends 
 
In 2000, the population of Glenburn included 3,009 persons sixteen years old and older and a 
civilian labor force of 2,244 (see Table 29).  This yields a labor force participation rate of 
74.6 %, markedly higher than that for either the Bangor MSA or Penobscot County as a 
whole (at 66.3 % and 64.0 %, respectively).   
 
Interestingly, the participation rate for females is also considerably higher in Glenburn (68.2 
%) than for the metro area or county as a whole, at 61.8 % and 58.6 %, respectively (see 
Figure 32).  Perhaps most importantly, Glenburn had a considerably higher proportion of 
families with all parents in the labor force (87.2 %, compared to 63.8 % for the metro area 
and 60.8 %for the county). 
 
TABLE 29: EMPLOYMENT STATUS, GLENBURN, BANGOR MSA, AND 
  PENOBSCOT COUNTY, 2000 
 
    BANGOR PENOBSCOT
Employment Status  GLENBURN MSA COUNTY 
    
Population 16 years and over 3,009 73,631 116,139
In Labor Force 2,244 48,850 74,297
  Civilian Labor Force 2,231 48,703 74,022
     Employed 2,141 4,610 69,846
     Unemployed 90 2,603 4,176
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    BANGOR PENOBSCOT
Employment Status  GLENBURN MSA COUNTY 
          Percent Unemployed 4.0% 5.3% 5.6%
  Armed Forces 13 147 5,010
Not In Labor Force 765 24,781 171
Labor Force Participation Rate 74.6% 66.3% 64.0%
Females 16 years and over 1,559 38,622 60,312
In Labor Force 1,063 23,887 35,344
  Civilian Labor Force 1,063 23,860 35,304
     Employed 1,002 22,666 33,453
     Unemployed 61 1,194 1,851
          Percent Unemployed 5.7% 5.0% 5.2%
Not In Labor Force 496 14,735 24,968
Labor Force Participation Rate 68.2% 61.8% 58.6%
All parents in Family In Labor Force 153 3,413 5,299
  Percent 87.2% 63.8% 60.8%
 
FIGURE 32:  LABOR FORCE PARTICIPATION RATES, 2000  
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 Unemployment Trends 
 
In 1980, 7.0 percent of Glenburn’s residents were unemployed, compared to 8.5 percent for 
Penobscot County as a whole.  By 2000, unemployment had fallen to 3.3 % in Glenburn and 
5.6 % for Penobscot County (see Figure 33).  .   
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FIGURE 33:  PERCENT UNEMPLOYED, 2000  
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Not only was a higher proportion of Glenburn’s labor force employed at the time of the 2000 
Census, but also a smaller proportion was disabled (in all age groups – see Figure 34).  But 
disability impacts one in eight Glenburn residents of workforce age (21 to 64), and over a 
third of seniors. 
 
FIGURE 34:  PERCENT DISABLED, BY AGE GROUP, 2000  
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2.4 Retail Trade and 
Services 
 
 
 
 
Consumer Retail Sales Trends 
 
As Table 30 reveals, taxable consumer sales in Glenburn in the year 2000 totaled $7,826,000 
(excludes non-taxable foods and a number of other items).  While seemingly large, this total 
is only about four-tenths of a percent of the retail sales in the Bangor MSA.  Total taxable 
sales in this market area totaled jut under $ 1.70 billion for the year, with Bangor alone 
accounting for $ 1,136,446 in sales (66.9 % of the total).  Bangor’s dominance of the region 
is clearly evident in Figure 35), but has declined 21.5 % since the year 2000.  Glenburn’s 
sales increased by 8.55 % from 2005 to 2009, while Bangor’s dropped by 8.64 %.  Nine area 
communities show ten percent or larger increase in sales during this time period, with growth 
in Holden, Kenduskeag, Orono, Orrington, and Winterport exceeding 15 %. 
 
In per capita terms, Glenburn’s 2009 sales were about $ 1,633 per resident (Figure 36), the 
lowest of all Bangor MSA communities and only 9 % of the metro average (4 % of the 
Bangor average).  Only Eddington, Milford, and Veazie had per capita sales this low. 
 
TABLE 30:  BANGOR MSA:  CONSUMER RETAIL SALES (IN THOUSANDS) 
 
  Population   
Sales 
(thousands)   
Per Capita 
Sales 
(dollars)  
Per 
Capita 
Municipality 2005 2010 
% 
Change 2005 2009 
% 
Change 2005 2009 
% 
Change 
 
Income 
Bangor 31,074 30,623 -1.45% $1,243,894.8 $1,136,446.5 -8.64% $40,030.9 $37,111 -7.29%  $   19,295  
Brewer 9,138 9,179 0.44% $242,433.3 $269,228.7 11.05% $26,530.4 $29,332. 10.56%  $   20,158  
Eddington 2,166 2,218 2.39% $4,769.3 $4,433.1 -7.05% $2,201.9 $1,999 -9.22%  $   19,113  
Glenburn 4,380 4,793 9.43% $7,210.2 $7,826.4 8.55% $1,646.6 $1,633 -0.81%  $   17,544  
Hampden 6,773 6,922 2.20% $32,573.4 $36,723.9 12.74% $4,809.3 $5,305 10.32%  $   26,498  
Hermon 4,921 5,398 9.69% $91,763.4 $96,486.5 5.15% $18,647.3 $17,874 -4.15%  $   19,714  
Holden 2,940 3,060 4.08% $35,473.0 $20,363.3 -42.59% $12,065.6 $6,655 -44.85%  $   25,047  
Kenduskeag 1,196 1,204 0.66% $5,120.3 $3,750.8 -26.75% $4,281.2 $3,116 -27.23%  $   15,815  
Milford 3,013 3,118 3.49% $6,154.8 $6,134.9 -0.32% $2,042.7 $1,968 -3.69%  $   17,649  
Old  Town 7,792 7,680 -1.44% $54,262.1 $47,456.1 -12.54% $6,963.8 $6,180 -11.26%  $   16,100  
Orono 9,463 9,584 1.28% $31,933.3 $36,702.8 14.94% $3,374.5 $3,830 13.49%  $   14,813  
Orrington 3,627 3,727 2.76% $18,735.4 $13,695.5 -26.90% $5,165.5 $3,675 -28.86%  $   19,290  
Veazie 1,865 1,956 4.86% $5,238.5 $6,023.4 14.98% $2,808.8 $3,080 9.65%  $   24,723  
Winterport 3,655 3,775 3.28% $20,391.9 $12,454.2 -38.93% $5,579.9 $3,300 -40.86%  $   18,235  
Bangor MSA 92,552 93,772 1.32% $1,799,953.7 $1,697,726.5 -5.68% $19,448.0 $18,105 -6.91%  $   19,194  
Maine 1,321,501 1,362,938 3.14% $16,676,187 $15,975,469 -4.20% $12,619.1 $11,721 -7.11%  $   19,533  
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FIGURE 35:  PERCENT OF TOTAL RETAIL SALES, BY COMMUNITY, BANGOR 
MSA, 2009 
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FIGURE 36:  PER CAPITA RETAIL SALES, BANGOR MSA, 2005 & 2009 
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A Closer Look at Sales in Glenburn 
 
The Maine Bureau of Taxation routinely reports its taxable sales data categorized into seven 
outlet groups, as shown below: 
 
 Building Supply – Durable Equipment Sales, Contractors’ Sales, Hardware Stores 
and Lumber Yards. 
 
 Food Stores – All food stores from large supermarkets to small corner food 
stores. The values here are snacks and non-food items only, since food 
intended for home consumption is not taxed. 
 
 General Merchandise – In this sales group are stores carrying product lines 
generally carried in large department stores. It includes clothing, furniture, shoes, 
radio- TV, household durable goods, home furnishings, etc. 
 
o Other Retail – This group includes a wide selection of taxable sales not 
covered elsewhere. Examples are dry goods stores, drug stores, jewelry stores, 
sporting goods stores, antique dealers, morticians, bookstores, photo supply 
stores, gift shops, etc. 
 
 Auto / Transportation– This sales group includes all transportation related retail 
outlets.  Included are auto dealers, auto parts, aircraft dealers, motorboat dealers, 
automobile rental, etc. 
 
o Restaurant/Lodging – All stores selling prepared food for immediate 
consumption. The Lodging group includes only rentals tax. 
 
 Business Operating - sales and rentals to other businesses where the tax is paid 
directly by the buyer (such as commercial or industrial heating oil purchases) 
 
Figure 37 reveals that one group of outlets, general merchandise, has dominated retail sales 
in Glenburn for the past five years.  This group claimed 46 % of sales in 2009, compared to 
24 % of auto transportation enterprises and 20 % for food stores (see Figure 38).  It is 
probable that most of the sales in this category are made at Tuffy Bear Discount Furniture on 
the Pushaw Road, one of the few “destination retail” shopping outlets in Glenburn.  The term 
destination retail refers to a particular store that attracts people regardless of the location 
(because of prices, selection, service or some other competitive advantage), as opposed to a 
business that relies on convenience of location for its customers.  A destination retail store 
doesn't have to be a chain, although big box outlets (Wal-mart, Loews, etc.) and large 
specialty supermarkets (e.g., Shaws, Hannaford certainly qualify).   
 
In Glenburn, Harvey’s RVs and Power Sports, both on Broadway, might also function as 
destination retail outlets.  More data (shopper surveys, traffic flows, etc.) would be needed to 
make such a determination, however. 
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Figure 37:  Glenburn Taxable Sales by Product Group, 2004-09 
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Figure 38:  Glenburn Taxable Sales by Product Group, 2009 
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The Food Store group, which includes Glenburn’s three convenience stores, has had 
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relatively stable sales – hovering just below $1.5 million annually for the past five years.  
The auto transportation group, encompassing fourteen auto sales and service outlets, has seen 
much more erratic sales, ranging from a low of $756 thousand in 2006 to a high of $3.82 
million in 2008. 
 
When taxable sales activity for the entire Bangor MSA is examined, two retail markets 
emerge as leaders – General Merchandise (Wal-Mart, Target, K-mart, and the entire Bangor 
Mall) and Auto Transportation (driven largely by the strip of large dealers on the Hogan 
Road).  Restaurant and Lodging activity is modest at about $225 million annually, whereas in 
Glenburn this group of retail activities is almost non-existent. 
 
Figure 39:  Bangor MSA Taxable Sales by Product Group, 2004-2009 
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Table 31 reveals that Glenburn is capturing a very small share of the retail trade in the 
Bangor Metropolitan Area (as measured in taxable sales, not customers)– less than one 
percent in all categories except Food Stores and less than a half of a percent in all categories 
except Food Stores and General Merchandise.  These market shares are very low, 
considering that Glenburn accounts for 4.67 % of the metro area’s population (4,793 out of 
93,772).  In fact, Glenburn merchants do not come close to capturing the proportion of retail 
sales one might expect on the basis of their population alone.  Several dimensions of this 
reality are explored below. 
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Table 31:  Glenburn’s Market Share, as Percent of Sales, By Product Group, 2004-2009 
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2004 0.02% 0.04% 1.43% 0.85% 0.40% 0.39% 0.01% 0.43%
2005 0.05% 0.07% 1.39% 0.81% 0.35% 0.32% 0.01% 0.40%
2006 0.06% 0.06% 1.34% 0.91% 0.30% 0.15% 0.02% 0.37%
2007 0.08% 0.08% 1.32% 0.90% 0.38% 0.24% 0.02% 0.41%
2008 0.11% 0.07% 1.22% 0.83% 0.31% 0.80% 0.01% 0.53%
2009 0.08% 0.06% 1.21% 0.89% 0.34% 0.42% 0.01% 0.46%
 
Trade Area Capture Rates and Pull Factors 
 
One measure of an area’s economic strength involves comparing the actual retail sales to the 
volume of sales that could reasonably be expected given the area’s population and per capita 
income.  This procedure, know as trade area capture analysis, yields an estimate of the 
number of individuals (consumer equivalents) whose merchandise needs are being met by 
local sales.  The trade area capture values can then be compared to each area’s actual 
population to identify strong or weak retail areas.   
 
The formula for trade area capture (TAC) is: 
 
___________retail sales in community______________ 
TAC  =  state per capita sales   *  community per capita income 
  state per capita income 
 
Table 32 presents trade area capture values for each community in the Bangor Metropolitan 
Statistical Area, for 2005 and 2009.  These were calculated using taxable retail sales data for 
each community.  Since taxable sales exclude a significant portion of total sales (of food for 
home consumption, etc.), the values should be considered as estimates of the true trade area 
capture vale for each community.   
 
The data reveals that Glenburn, with a total 2010 population of 4,793, was selling to the 
equivalent of 743 people.  Bangor, meanwhile, had a population of 30,623, but was selling to 
the equivalent of 98,151 people.  Put differently, Glenburn was pulling about 25.5 % of the 
total retail sales volume that one might expect given its population base, while Bangor was 
selling to the equivalent of 312 percent of its population.   
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TABLE 32:  BANGOR MSA:  RETAIL TRADE PERFORMANCE INDICATORS 
   TRADE AREA PULL 
 POPULATION PER CAPITA SALES CAPTURE* FACTOR 
 
Municipality 2005 2010 2005 2009  2005 2009  2005 2009 
Bangor  31,074 30,623 $40,030.08 $37,110.76  97,371 98,151  3.13 3.21 
Brewer 9,138 9,179 $26,530.24 $29,332.04  19,826 22,257  2.17 2.42 
Eddington  2,166 2,218 $2,201.89 $1,998.83  370 387  0.17 0.17 
Glenburn  4,380 4,793 $1,646.16 $1,632.90  513 743  0.12 0.16 
Hampden  6,773 6,922 $4,809.30 $5,305.50  3,502 2,310  0.52 0.33 
Hermon  4,921 5,398 $18,647.31 $17,874.35  7,339 8,156  1.49 1.51 
Holden  2,940 3,060 $12,065.65 $6,654.58  3,605 1,355  1.23 0.44 
Kenduskeag  1,196 1,204 $4,281.19 $3,115.63  329 395  0.27 0.33 
Milford  3,013 3,118 $2,042.75 $1,967.39  441 579  0.15 0.19 
Old  Town 7,792 7,680 $6,963.82 $6,179.58  3,544 4,912  0.45 0.64 
Orono  9,463 9,584 $3,374.54 $3,829.62  1,919 4,129  0.20 0.43 
Orrington  3,627 3,727 $5,165.54 $3,674.63  1,466 1,183  0.40 0.32 
Veazie  1,865 1,956 $2,808.85 $3,079.92  525 406  0.28 0.21 
Winterport  3,655 3,775 $5,579.18 $3,299.26  1,509 1,138  0.41 0.30 
Bangor MSA 92,552 93,772 $19,448.03 $18,104.92  140,161 147,399  1.51 1.57 
Maine 1,321,501 1,362,938 $12,619.13 $11,721.35  1,321,501 1,362,938  1.00 1.00 
 
The last two columns of Table 32 present “Pull Factors” for each community, for both 2005 
and 2009.  Pull factors indicate the percentage of potential business captured by the town’s 
retail firms (computed by dividing the Trade Area Capture by the local population), and are 
thus a simpler way to convey the data from a detailed matrix.   
 
If the Pull Factor is greater than one, it means a town is attracting customers from outside its 
boundaries.  A Pull Factor of less than one means that the town is not even capturing all the 
retail business of its own citizens.   
 
In 2009 Bangor was pulling over 3 times it’s population base, Brewer was pulling about 2.4 
times its base, and Hermon was attracting about 1.5 times its population.  As expected given 
the relative per capita sales data presented above, Glenburn’s Pull Factor values (percent of 
potential sales captured) were the lowest of all of the communities in the metropolitan area 
(see also Figure 40, next page). 
 
In Table 33, the Trade Area Capture values (consumer equivalents) are presented for 
Glenburn’s taxable sales in each retail grouping.  Table 34 converts those values to a 
percentage of the actual Glenburn population - that is, into pull factors (see Figure 40).  The 
data indicate clearly that, with rare exception in some years, Glenburn does not capture even 
a third of the retail business one might expect from a population of its size.   
 
Data to be presented elsewhere in this Strategic Economic Development Plan will address the 
impacts of Glenburn’s high proportion of commuters on shopping patterns and, therefore, 
total sales. For now, it need simply be pointed out that many Glenburn residents meet their 
shopping needs elsewhere (Bangor, Brewer, Old Town) simply because that is where they 
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work. The extent to which Glenburn can increase its market shares, and in what retail areas, 
under these conditions will be discussed later in this Plan.   
 
Figure 40:  Overall Pull Factors, Bangor Metro Area, 2005 and 2009 
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TABLE 33:  TRADE AREA CAPTURE (Consumer Equivalents) GLENBURN, 04-09 
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2004 21.2 56.9 1,647.0 1,623.0 512.2 845.0 10.7 0.0 669.2 
2005 52.6 101.8 1,608.4 1,618.9 469.5 717.4 21.1 0.0 636.1 
2006 69.5 80.3 1,565.9 1,811.5 359.2 351.2 26.5 10.8 585.4 
2007 73.8 88.3 1,313.0 1,502.2 344.8 460.7 11.5 32.8 529.1 
2008 96.8 82.1 1,259.2 1,409.8 267.3 1,561.5 0.0 33.8 693.1 
2009 67.7 75.6 1,268.4 1,521.6 286.1 813.9 0.0 49.9 599.7 
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TABLE 34:  PULL FACTORS, GLENBURN, 04-09 
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2004 0.44 1.19 34.36 33.86 10.69 17.63 0.22 0.00 13.96
2005 1.10 2.12 33.56 33.78 9.79 14.97 0.44 0.00 13.27
2006 1.45 1.68 32.67 37.79 7.49 7.33 0.55 0.23 12.21
2007 1.54 1.84 27.39 31.34 7.19 9.61 0.24 0.68 11.04
2008 2.02 1.71 26.27 29.41 5.58 32.58 0.00 0.70 14.46
2009 1.41 1.58 26.46 31.75 5.97 16.98 0.00 1.04 12.51
 
 
FIGURE 41:  PULL FACTORS BY PRODUCT GROUP, GLENBURN, 2009 
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Leakage Analysis 
 
Estimating the dollar value of sales lost in a community provides another dimension of retail 
trade analysis.  This is done by comparing actual sales to the probable (potential) sales that 
would have been made had the town captured 100 percent of the per capita sales to its own 
residents.  The results for Glenburn in the year 2009 are presented in Table 35.  The dollar 
value of lost potential sales for Glenburn was $73,424,182, due to significant potential sales 
leakage in every store group. 
 
TABLE 35:  POTENTIAL AND ACTUAL RETAIL SALES PERFORMANCE, 2009 
 
Store Group Actual Sales Potential Sales Leakage Pull Factor 
BUSINESS 
OPERATING $127,200 $9,021,277 -$8,894,077 1.41
BLDG. SUPPLY $119,300 $7,550,633 -$7,431,333 1.58
FOOD STORE $1,576,900 $5,959,562 -$4,382,662 26.46
GENERAL MDSE. $3,679,000 $11,587,402 -$7,908,402 31.75
OTHER RETAIL $455,600 $7,631,491 -$7,175,891 5.97
AUTO 
TRANSPORTATION $1,843,900 $10,859,246 -$9,015,346 16.98
RESTAURANT & 
LODGING $24,500 $2,355,769 -$28,616,472 1.04
TOTAL $7,826,400 $54,965,379 -$47,138,979 
 
FIGURE 42:  DOLLAR VALUE OF "LOST" SALES, GLENBURN, 2009 
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Resident Survey Results 
 
In January of 2010, the Town of Glenburn mailed an economic development survey to 1,799 
households in the community.  A total of 197 usable surveys were returned, for a response 
rate of 10.95 %.  While somewhat low, this is a reasonable response rate for a survey of this 
type. 
 
 Characteristics of Respondents 
 
The main characteristics of residents responding to the resident’s survey are summarized in 
Tables 36 through 41 (and corresponding figures).  Of the 197 respondents, 103 (52.3%) 
were male and 91 (46.2 %) were female.  Virtually all (99.0 %) were year-round residents.   
 
TABLE 36:  GENDER OF RESPONDENTS 
 
CATEGORY NUMBER PERCENT 
Female 91 46.2% 
Male 103 52.3% 
Missing  3 1.5% 
Total 197 100.0 % 
 
TABLE 37:  TYPE OF GLENBURN RESIDENT 
 
CATEGORY NUMBER PERCENT 
Full-time Resident 195 99.0% 
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Seasonal Resident 1 0.5% 
Missing  1 0.5% 
Total 197 100.0 % 
 
 
About a quarter have lived in Glenburn over 25 years (6.1 percent were lifelong residents), 
another quarter have been here between 11 and 25 years, and a fifth have been in town for 
five years or less (see Table 38 and Figure 43). 
 
TABLE 38:  LENGTH OF RESIDENCE IN GLENBURN? 
 
CATEGORY NUMBER PERCENT
Less than a year 5 2.5% 
1 - 5 years 34 17.3% 
6 - 10 years 41 20.8% 
11 - 25 years 54 27.4% 
More than 25 years 51 25.9% 
All of my life 12 6.1% 
Missing 0 0.0% 
 
 
FIGURE 43:  LENGTH OF RESIDENCY, 2009 RESIDENT SURVEY 
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Less than two percent of the survey respondents were younger than 25 years old, which was 
to be expected given the age distribution of households.  About a third was between 25 and 
44 years old, and four in ten were between 45 and 64 years old.  Just under a quarter were 
over 65, making this age group slightly over-represented in the survey responses.  The over-
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representation is not so large as to unduly bias the results of the survey, however (see Table 
39 and Figure 44). 
 
TABLE 39:  AGE OF RESPONDENTS 
 
Response Number Percent 
Less than 18 0 0.0% 
18-24 years old 0 0.0% 
25-44 years old 41 20.8% 
45-64 years old 100 50.8% 
Over 65 years old 55 27.9% 
Missing 1 0.5% 
 
Over half of the respondents (48.7%) were employed full time, about 12 % were part-timers, 
only one percent % were retired, and 27.9 %% were unemployed (see Table 40).  This last 
response is curious and potentially problematic; to the extent it introduces a response bias 
into the analysis of data.  The fundamental question is whether unemployed people, as a 
whole, are likely to answer some of the questions in a systematically different way than 
employed people.  In general, the answer to such a question would probably be yes, requiring 
caution in the interpretation of some items. 
 
 
FIGURE 44:  AGE GROUP OF RESPONDENTS, 2001 RESIDENT SURVEY 
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TABLE 40:  CURRENT EMPLOYMENT STATUS? 
 
Response Number Percent 
Full time 96 48.7% 
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Part time 23 11.7% 
Retired 2 1.0% 
Unemployed 55 27.9% 
Disabled 10 5.1% 
Military 5 2.5% 
Student 0 0.0% 
Other 4 2.0% 
Missing 0 0.0% 
 
Over half of the survey respondents who are employed work in Bangor, while only 16 (12.6 
%) work in Glenburn, a dozen (9.4 %) work in Orono, and five (3.9 %) work in Hermon 
(Table 41).  All of these communities share a border with Glenburn.  Given the high 
concentration of employment in Bangor, the distribution is not unexpected.  The rest of the 
thirty-one respondents (24 %) are scattered from Dover-Foxcroft to Searsport.   
 
 Shopping Patterns 
 
One of the primary purposes of the residents’ survey was to explore the shopping habits and 
preferences of Glenburn’s resident, in order to assess whether local merchants might be able 
to capture a larger proportion of retail sales to these households.  As Table 42 documents, 
about as many people almost never shop in Glenburn as those that shop in town two to three 
times a week, and as many shop “Once a Month” as do “Once a Week”.  This data suggests 
TABLE 41:  PLACE OF WORK, 2010 RESIDENT SURVEY 
 
TOWN # Percent  TOWN # Percent 
Bangor 68 53.5%  Dover Foxcroft 1 0.8%
Glenburn 16 12.6%  Ellsworth 1 0.8%
Orono 12 9.4%  Hampden 1 0.8%
Hermon 5 3.9%  Holden 1 0.8%
Bangor / Glenburn 4 3.1%  Howland 1 0.8%
Brewer 3 2.4%  Newport 1 0.8%
Several 3 2.4%  Out of State 1 0.8%
Milo 2 1.6%  Pittsfield 1 0.8%
Old Town 2 1.6%  Portland 1 0.8%
Bar Harbor 1 0.8%  Searsport / Castine 1 0.8%
Bucksport 1 0.8%   127 100.0%
 
 
Map 3:  PRIMARY COMMUTING TARGETS, GLENBURN, 2000 
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that there are two distinct groups of consumers in Glenburn.  The “Frequent Glenburn 
Shoppers” (Once a Day to Once a Week), for example, are 43 % male and 57 % female, 
while the “Infrequent Glenburn Shoppers” (“About Every Other Week” or less) are evenly 
split among the sexes.  About 4 % more “Frequent Glenburn Shoppers” have resided in 
Glenburn for ten years or less, compared to the “Infrequent Glenburn Shoppers”.  They also 
tended to be younger (> 65), with a smaller percent retired. 
 
TABLE 42:  FREQUENCY OF SHOPPING IN GLENBURN? 
 
Response Number Percent 
Frequent Glenburn Shoppers   
Once a day 17 8.6% 
2-3 times a week 43 21.8% 
Once a week 38 19.3% 
Infrequent Glenburn Shoppers   
About every other week 20 10.2% 
Once a month or less 38 19.3% 
Almost never 41 20.8% 
Missing 0 0.0% 
 
FIGURE 45:  FREQUENCY OF SHOPPING IN GLENBURN, 2010 RESIDENT  
SURVEY 
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Residents were asked to indicate in which towns they shopped for retail purchases (food, 
clothing, gas, heating oil, etc.).  As Table 43 and Figure 46 reveal, over four-fifths of resident 
spending on retail purchases is made in Bangor, while only 7.8 % indicated that they shop in 
Glenburn itself, not all that much greater than local spending in Brewer.  Note, however, that 
according to the pull factors detailed above, Glenburn captures less than two percent of the 
Bangor metro area sales in any retail store category – the variation is likely due to the fact 
that people are spending a smaller share of their retail dollars in Glenburn. 
 
 
 
TABLE 43: RETAIL PURCHASES (FOOD, CLOTHING, GAS, HEATING OIL,  
ETC.), BY COMMUNITY 
 
Response Percent*
Glenburn 7.8% 
Bangor 73.2% 
Brewer 6.9% 
Other Greater Bangor towns 4.0% 
Outside Bangor Area 4.6% 
Missing 3.5 % 
  * Average percent of non-missing responses. 
 
FIGURE 46:   PERCENT OF SPENDING BY GLENBURN SURVEY 
 RESPONDENTS, BY TOWN, 2010 RESIDENT SURVEY 
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Glenburn consumer services providers (child care, landscaping, auto repairs, etc.) fare a little 
better, capturing just under 16 percent of local trade – with over half of the business going to 
Bangor (see Table 44).  Figure 45 (above) shows the survey results for retail and consumer 
services spending. 
 
When asked to provide reasons for shopping elsewhere, (Table 45 and Figure 47), 76.1% of 
survey respondents cited a better selection of goods/services in other communities, while 
77.7% reported that Glenburn businesses do not offer what they need.  Just over a third of the 
respondents reported that prices in Glenburn are higher than in other communities, and 
36.0% reported that it is more convenient to shop in specific towns (overwhelmingly, in 
Bangor).  
 
TABLE 44: CONSUMER SERVICES PURCHASES, BY COMMUNITY, 2010 
 
Response Percent*
Glenburn 15.9% 
Bangor 51.8% 
Brewer 6.9% 
Other Greater Bangor towns 5.3% 
Outside Bangor Area 4.6% 
Missing 15.5% 
  * Average percent of non-missing responses. 
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TABLE 45: REASONS FOR SHOPPING ELSEWHERE 
 
Response Checked Percent 
a.  Better selection of goods and services in other towns 150 76.1% 
b.  Prices here are higher than in other communities 70 35.5% 
c.  More convenient to shop in (see appendices) 71 36.0% 
d.  Glenburn businesses do not offer what I need 153 77.7% 
e.  Businesses here are not accessible – easy to get to 19 9.6% 
f.  There is not enough parking in Glenburn 2 1.0% 
g.  Other (see appendices) 26 13.2% 
 
FIGURE 47: REASONS FOR SHOPPING ELSEWHERE, 2010 RESIDENT SURVEY 
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Survey respondents also listed other reasons for shopping outside of Glenburn.  Responses 
generally raised the issues of limited selection and high prices.  A sample of these is 
presented in Appendix A (bound separately). 
 
Survey respondents were then asked what Glenburn businesses could do in order to increase 
local shopping.  A sample of the responses is presented in Figure 48.   
FIGURE 48:  WHAT SHOULD BUSINESSES DO TO INCREASE LOCAL 
SHOPPING? 
 
 Glenburn is a residential not commercial community. 
 Offer more. 
 More convenient locations and choices. 
 More choices (grocery store) (Hardware store). 
 Reasonable prices and better advertising of what businesses offer. 
 Need more selection of goods and lower prices.  Also I don't blame 
Glenburn for this, it's the state of Maine- they're not small business 
friendly. 
 More variety, less cost. 
 Have more places to shop- like Hannaford, etc. 
 Expand 
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 The problem with Glenburn businesses is that they are too few and 
too scattered throughout the town.  We need to have a more 
centralized place for businesses to operate. 
 Increase retail and/or food shopping, hardware. 
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2.5 Housing Issues 
 
 
 
Number and Occupancy of Housing Units 
 
The availability and affordability of housing can be important considerations in local 
economic development.  It seems prudent, therefore, to provide at least a brief overview of 
Glenburn’s housing inventory as a basis for determining there is sufficient available housing 
to support economic development. 
 
As Table 46 and Figure 49 (next page) reveal, the inventory of housing units in Glenburn 
increased from 1,338 in 1990 to 1,489 in 2000, an increase of 151 housing units (11.3 %).  
While several communities in the Bangor Metropolitan Statistical Area, notably Glenburn, 
Hermon, and Winterport, grew at considerably faster rates over the decade, most of the cities 
and towns grew at a considerably slower pace.  Indeed, the overall growth rate for the 
metropolitan area was only 7 % (8.9 % for Penobscot County).  Glenburn’s growth rate was 
comparable to that for the state as a whole – well above the regional and county averages.    
 
TABLE 46:  HOUSING OCCUPANCY, BANGOR MSA, 1990-2000 
 
 OCCUPIED UNITS VACANT UNITS TOTAL UNITS 
Town 1990 2000 
CHANGE 
1990 – 
2000 
% 
CHANGE 1990 2000 
CHANGE
1990 – 
2000 
% 
CHANGE 1990 2000 
CHANGE
1990 – 
2000 
% 
CHANGE
             
BANGOR 13,392 13,713 321 2.4% 974 874 -100 -10.3% 14,366 14,587 221 1.5%
BREWER 3,619 3,842 223 6.2% 161 222 61 37.9% 3,780 4,064 284 7.5%
EDDINGTON 740 825 85 11.5% 103 95 -8 -7.8% 843 920 77 9.1%
GLENBURN 1,101 1,479 378 34.3% 197 204 7 3.6% 1,298 1,683 385 29.7%
HAMPDEN 2,188 2,433 245 11.2% 138 112 -26 -18.8% 2,326 2,545 219 9.4%
HERMON 1,345 1,666 321 23.9% 78 82 4 5.1% 1,423 1,748 325 22.8%
HOLDEN 1,133 1,153 20 1.8% 199 167 -32 -16.1% 1,332 1,320 -12 -0.9%
KENDUSKEAG 437 470 33 7.6% 17 39 22 129.4% 454 509 55 12.1%
MILFORD 1,059 1,180 121 11.4% 67 68 1 1.5% 1,126 1,248 122 10.8%
OLD TOWN 3,276 3,426 150 4.6% 271 260 -11 -4.1% 3,547 3,686 139 3.9%
ORONO 2,453 2,691 238 9.7% 234 208 -26 -11.1% 2,687 2,899 212 7.9%
ORRINGTON 1,231 1,396 165 13.4% 107 93 -14 -13.1% 1,338 1,489 151 11.3%
VEAZIE 659 722 63 9.6% 33 45 12 36.4% 692 767 75 10.8%
WINTERPORT 1,117 1,379 262 23.5% 63 82 19 30.2% 1,180 1,461 281 23.8%
             
BANGOR MSA 33,750 36,375 2,625 7.8% 2,642 2,551 -91 -3.4% 36,392 38,926 2,534 7.0%
PENOBSCOT 
COUNTY 54,063 58,096 4,033 7.5% 7,296 8,751 1,455 19.9% 61,359 66,847 5,488 8.9%
MAINE 465,312 518,200 52,888 11.4% 121,733 133,701 11,968 9.8% 587,045 651,901 64,856 11.0%
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The overall growth rate for Glenburn is a bit misleading, however.  In actuality, as the data 
demonstrates, occupied units increased by 378 (34.3 %) over the decade, while vacant units 
only increased by 7 (3.6 %).  This helps to explain why the vacancy rate for homeownership 
units (single family homes) in Glenburn was only 0.9 % at the last census, compared to 2.3 % 
for similar units across Penobscot County (1.7 % statewide).  Meanwhile, the rental vacancy 
rate in Glenburn was 7.9 %, again markedly lower than the average rate the Bangor Metro 
Area and the state as a whole.   
 
A vacancy rate of around 4 % is generally considered to be normal for a healthy market 
(allowing for the routine movement of buyers and sellers).  A vacancy rate of much less than 
4 % indicates housing in short supply (which of course drives up prices), which appears to be 
the case for single-family homes in Glenburn.  Given these rates, it will be important for the 
community to address housing availability (and affordability) concerns as part of its long-
term economic development planning. 
 
FIGURE 49:  PERCENT CHANGE IN YEAR ROUND HOUSING UNITS, 1990-2000 
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It is critical to understand that the 138 seasonal units in Glenburn cannot be considered as 
meeting the housing needs of these three communities.  Most of these units are not insulated 
or equipped for year-round occupation:  many lack adequate plumbing, sewage disposal, and 
water supplies.  Therefore, only the 1,683 year-round units should be considered as available 
for housing. 
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Types of Housing Units 
 
Data from the 2000 Census reveals considerable variation in the type of housing units 
available in Glenburn compared to the Bangor Metro area and Penobscot County (note:  both 
year-round and seasonal units are included in this data).  As Table 47 details, Glenburn has a 
higher percentage of single-family homes than either the metro area or the county. 
 
TABLE 47:  Composition of Housing Stock, 2000 
 
 Glenburn Bangor MSA Penobscot Cty 
Type # % # % # % 
Single family 1,114 66.2 22,494 57.4 42,260 63.2
2-4 Unit 
Apartments 
48 2.9 7,582 19.4 9,384 24.0
5 or More 
Apartments 
34 2.0 5,098 13.2 5,964 8.7
Mobile Homes 487 28.9 4,006 10.2 9,239 13.8
Total 1,683 100.0 39,180 100.0 66,847 100.0
 
FIGURE 50:  Composition of Housing Stock, 2000 
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Generally, eight out of ten units in Glenburn have five or more rooms, compared to only 
about two-thirds for the metro area and the county (see Table 48).  These differences reflect 
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the higher concentrations of apartments elsewhere in the region, compared to the single-
family home concentration in Glenburn. 
 
 
 
TABLE 48:   Type of Housing Units, 2000 
 
NUMBER OF ROOMS Glenburn Bangor MSA Penobscot Cty 
1 room 0.0% 1.2% 1.5%
2 rooms 2.9% 4.2% 4.0%
3 rooms 8.0% 10.7% 9.6%
4 rooms 23.8% 18.8% 19.5%
5 rooms 29.1% 21.3% 23.5%
6 rooms 19.2% 17.3% 17.4%
7 or more 29.6% 26.6% 24.5%
 
Age of Housing 
 
The average age of homes in a community is a good indicator of relative quality, all other 
things being equal (such as the proportion of mobile and manufactured homes, average 
construction costs, quality of materials, etc.).  According to the 2000 Census, 56.2 % of the 
homes in Glenburn were built after 1980, compared to only 25.9 % for the Bangor MSA and 
30.6 % for Maine as a whole.  Importantly, however, 15.5 % of local homes here were built 
before 1960.  For Maine as a whole, however, 44.7 % were constructed before 1960.  These 
differences make the homes in Glenburn considerably newer than is true generally in this 
state.  The data is summarized in Table 51 and shown graphically in Figure 51. 
 
Table 49:  Year Housing Units Constructed 
 
YEAR BUILT Glenburn Bangor MSA Penobscot Cty 
1939 or earlier 4.7% 32.1% 28.3%
1940 to 1959 10.8% 16.9% 16.3%
1960 to 1969 11.6% 9.6% 9.7%
1970 to 1979 29.2% 15.5% 17.1%
1980 to 1989 29.0% 13.8% 14.9%
1990 or later 27.2% 12.0% 13.8%
 
Value of Homes 
 
The value of owner occupied homes in a community can be an important indicator of long-
term economic development potential.  Towns that are able to combine moderate to high 
value homes with modest tax rates and available developable land are in a better position to 
attract new businesses than towns with a preponderance of either low-priced are very high 
priced homes.  Glenburn is in the enviable position of having 45 % of its homes in the middle 
range ($100,000 to $299,999), compared to only of having 38 % of the Bangor metro area 
and 29 % of Penobscot County (see Table 50 and Figure 52), which have 60 to 70 % of their 
units valued at less than $100,000 in the 2000 U.S census.  Indeed, the median value of 
Glenburn homes, at $97,400, was 18 % above the county average.  
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Figure 51:  Year Housing Units Constructed 
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Table 50:  VALUE OF OWNER-OCCUPIED UNITS 
 
 Glenburn Town Bangor MSA Penobscot  County
 # % # % # % 
Less than $ 50,000 50 6.9% 982 5.9% 3,624 13.5%
$ 50,000 to $99,999 350 48.1% 9,088 54.4% 15,204 56.4%
$100,000 to $149,999 246 33.8% 4,612 27.6% 5,726 21.3%
$150,000 to $199,999 59 8.1% 1,209 7.2% 1,430 5.3%
$200,000 to $299,999 23 3.2% 652 3.9% 757 2.8%
$300,000 to $499,999 0 0.0% 163 1.0% 163 0.6%
$500,000 to $999,999 0 0.0% 9 0.1% 27 0.1%
$1,000,000 or more 0 0.0% 2 0.0% 8 0.0%
Total 728 100.0% 16,717 100.0% 26,939 100.0%
     
Median (dollars) $97,400  $91,100  $82,400
 
2009 Resident Survey: Housing Need Indicators 
 
The 2009 resident survey conducted as part of this economic development strategy 
development process included several questions about quality of homes in Glenburn.  
Housing quality is important both because of its direct impact on the workforce and because 
blighted and deteriorating housing conditions are a strong disincentive for business 
relocations. 
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Figure 52:  VALUE OF OWNER-OCCUPIED UNITS 
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Survey respondents were asked to rate 16 separate housing quality elements on a three-point 
scale (good, fair, needs repair).  The distribution of responses is presented in table 51 
(missing data counts not shown).  The most common defects – at about one in ten homes – 
are bathrooms, doors, insulation, roofs, and windows.  Overall, about a quarter of the homes 
returning surveys needed at least one quality element repaired. 
 
Table 51:  Condition of Key Housing Elements, 2009 Glenburn Resident Survey 
 
Response Good  Fair  Repair   Projected 
 Number Percent Number Percent Number Percent  Town wide 
Bathroom 151 76.6% 22 11.2% 19 9.6%  148
Ceilings 157 79.7% 20 10.2% 15 7.6%  117
Chimney 152 77.2% 10 5.1% 6 3.0%  46
Doors 145 73.6% 27 13.7% 19 9.6%  148
Electrical 169 85.8% 17 8.6% 6 3.0%  46
Floors 155 78.7% 23 11.7% 14 7.1%  110
Foundation 143 72.6% 14 7.1% 10 5.1%  79
Heat 157 79.7% 28 14.2% 6 3.0%  46
Insulation 137 69.5% 38 19.3% 17 8.6%  133
Roof 163 82.7% 14 7.1% 17 8.6%  133
Septic/sewer 168 85.3% 18 9.1% 2 1.0%  15
Siding 155 78.7% 24 12.2% 13 6.6%  102
Steps 152 77.2% 26 13.2% 9 4.6%  71
Walls 162 82.2% 24 12.2% 7 3.6%  56
Well / water 174 88.3% 10 5.1% 2 1.0%  15
Windows 135 68.5% 38 19.3% 18 9.1%  141
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each type of repair.  This number is derived by multiplying the percentage of surveyed homes 
needing repair by the total number of year-round housing units in town (1,545 as of the 2000 
census).  Since there has been additional construction in town since 2000, the estimates are 
likely to understate true need, but not significantly. 6 
 
 
 
2.6 Business Climate 
 
 
 
Resident Perceptions 
 
As part of the survey mailed to all 1,799 households in the community last January, residents 
were asked for their perceptions of the climate for business in Glenburn.  Specifically, 
respondents were asked to rate ten key dimensions of business climate on a five-point scale 
(Very Poor to Very Good).  The results for the 197 Glenburn households that returned the 
survey are presented in Table 52:  Part A details the number of respondents by rating and 
climate factor, Part B presents the percent distribution of those responses. 
 
Table 52: Resident Perceptions of Business Climate (Percent of Respondents) 
 
Aspects of Business Climate Negative  Neutral  Positive  Missing
a. Transportation access 28.40%  33.0%  23.40%  15.2% 
b. Zoning and land use restrictions 20.30%  40.1%  15.20%  24.4% 
c. Government regulations 16.80%  47.2%  11.60%  24.4% 
d. Taxes 30.50%  38.1%  13.20%  18.3% 
e. Financing for businesses 23.80%  44.2%  2.00%  29.9% 
f. Assistance for business owners 22.80%  43.1%  2.50%  31.5% 
g. Employee training opportunities 28.90%  38.6%  3.00%  29.4% 
h. Public schools 9.60%  27.9%  44.70%  18.8% 
i. Utilities (water, sewer, electricity) 24.30%  34.0%  18.30%  23.4% 
j. Communications services 17.30%  35.0%  22.80%  24.9% 
k. Other 3.00%  7.6%  1.00%  88.3% 
 
Overall, at least a fifth % of respondents considered Glenburn’s business climate to be 
negative (poor or very poor) on seven of the ten dimensions.  Transportation access, 
employee training opportunities, and taxes scored the poorest.   Alternately, Glenburn’s 
public schools, transportation access, and communications services received high marks from 
at least a fifth of the residents responding.  The fact that the respondents were somewhat 
polarized on the transportation access issue is interesting, as is the fact that such a high 
proportion of respondents expressed no opinion on so many business climate dimensions 
(coded as missing data). 
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Figure 53 presents the distribution of survey responses in graphic form, showing clearly the 
relative frequency of each rating category for each aspect of business climate.  What is most 
striking about the graph is the large proportion of respondents rating the climate element 
neutrally.  This, coupled with the high proportion of missing data, suggests a population that 
is not well informed about business climate issues (except public schools). 
 
Figure 53:  Aspects of Glenburn’s Business Climate, 2010 Resident Survey 
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Figure 54 (next page) presents another visual “snapshot” of this perception data, in the form 
of the average score for each business climate factor.  The averages were computed by 
‘weighting” the number of respondents in each category (Very Poor to Very Good) by a 
numerical value assigned to that category (Very Poor = 1, Neutral = 3, Very Good = 5), 
summing the weighted values, and dividing by the number of valid (non-missing) responses. 
The resulting averages can most easily be interpreted as ranges, as follows: 
 
 
Glenburn Strategic Economic Development Plan, September 2010 Page 75 
 Score Range Meaning 
 4.00 – 5.00 Very Good 
 3.00 – 4.00 Good 
 2.00 – 3.00 Neutral 
 1.00 – 2.00 Poor 
 0.00 – 1.00 Very Poor 
 
FIGURE 54: AVERAGE SCORE, PERCEPTIONS OF BUSINESS CLIMATE, 2010 
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As shown in Figure 54, only the public schools in Glenburn were rated Good (as a dimension 
of business climate) by residents: communication services just crosses the line.  Every other 
business climate factor received a Neutral or average rating.  It is, however, important to note 
that the average scores for none of the factors were in the negative range (below 2.0).  This 
suggests that residents do not see any glaring deficiencies or business development barriers 
arising from the community’s business climate. 
 
Other Business Climate Data 
 
Glenburn is of course directly affected by the overall business climate of Maine.  Thus, key 
indicators of the extent to which Maine favors business activity are directly relevant to the 
economic future of the community.  The data that follows is intended simply to provide an 
overview of some of the factors generally considered to be relevant in assessing the business 
climate of the state (this data is drawn from a variety of internet web sites and published 
sources, identified in the References section of this report). 
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 State Competitiveness 
 
The recently released State Competitiveness Report, 2009 (Boston:  Beacon Hill Institute) 
ranks Maine as 23rd in overall competitiveness, up from 38th in 2005.  The Institute asserts: 
 
A state is competitive if it has in place the policies and conditions that ensure and 
sustain a high level of per capita income and its continued growth.  To 
achieve this, a state needs to be able to attract and incubate new businesses, 
and to provide an environment that is conducive to the growth of existing 
firms (p. 6). 
 
The report classifies competitiveness indicators into eight groups: states are ranked on the 
basis of these indicators and underlying sib-indicators. The breakdown is as follows 
(paraphrased from Ninth Annual BHI State Competitiveness Report, pp.7-9):  
 
Government and fiscal policies: Businesses are more likely to be attracted to areas with 
moderate tax rates and clear evidence of financial discipline (as evidenced, for instance, by 
high state and municipal bond ratings, and budgetary balance).  
 
Security.  A state will be more attractive to business if public officials are trusted, and if 
crime is low.  
 
Infrastructure. How easy is commuting? Do most households have access to high-speed 
broadband and telephone service? Is housing affordable? How expensive is energy?  
 
Human resources. A high level of labor force participation, and skilled labor that is readily 
available and not too expensive, combined with a widespread commitment to education, 
training and health care, make a state attractive for business.  
 
Technology.  Since the arrival of the industrial revolution, the development and application of 
technology has been central to economic development. The technology sub index takes into 
account research funding, the number of patents issued, the proportion of scientists and 
engineers in the labor force, and the importance of high tech companies.  
 
Business Incubation. A good idea is not enough; businesses also need to be able to mobilize 
financing for investment, both internally and from the financial system. A higher rate of 
business births is a particularly clear sign of a competitive environment.  
 
Openness. Open economies tend to be more competitive and hence more productive. The sub 
index measures how connected firms and people in a state are with the rest of the world, 
based on the level of exports and the population born abroad, a key element.  
Environmental Policy.  States that are faced with environmental problems, or that have a 
heavy-handed policy of environmental regulation, are likely to be less attractive to businesses 
as well as to their workers and managers; we measure this effect with the environmental 
policy sub index, which reflects the levels of air pollution and of toxic releases.  Decent air 
quality is a measure that states are pursuing policies that improve the environment, and 
attracts workers and investors. 
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Table 53 details Maine’s scores on the various competitiveness sub-indices, and reveals 
some relative competitive advantages in the areas of security, human resources, business 
incubation, and environmental policy. Maine leads the nation on only one subscale, 
academic Research and development per $1,000 in gross state product. 
 
Conversely, Maine trails the nation in the number of science and engineering graduate 
students per 100,000 residents – a critical determinant of a state’s capacity to compete for 
and then sustain high-technology industries and clusters. 
 
Another perspective on competitiveness is provided by CNBC through their annual ranking 
of the top states for business.  In ranking the states, CNBC scored all 50 on more than 40 
measures of competitiveness.  States received points based on their rankings in each metric 
(the total number of points in each category is given in parentheses below). Then, CNBC 
separated those metrics into ten broad categories, weighting the categories based on how 
frequently they are cited in state economic development marketing materials. That way, the 
study ranks the states based on the criteria they use to sell themselves.  
  
Cost of Doing Business (450 Points): Cost is a major consideration when a company 
chooses a location. CNBC looked at the tax burden, including those on individuals, 
property, business taxes and even gasoline. Utility costs can add up to a huge expense 
for business, and they vary widely by state. CNBC also looked at the cost of wages 
and workers’ compensation insurance, as well as rental costs for office and industrial 
space (rental cost information furnished by CoStar Realty Information, Inc.) 
 
Workforce (350 Points): Many states point with great pride to the quality and 
availability of workers, as well as government-sponsored programs to train them. 
CNBC rated states based on the education level of the workforce, as well as the 
number of available workers. CNBC also looked at the relative success of each state’s 
worker training programs in placing participants in jobs. 
 
Quality of Life (350 Points): The best places to do business are also the best places 
to live. CNBC scored the states on several factors, including local attractions, crime 
rate, health care, as well as air and water quality. 
 
Economy (314 Points): A solid economy is good for business. So is a diverse 
economy, with access to the biggest players in a variety of industries. CNBC looked 
at basic indicators of economic health and growth. CNBC also gave credit to states 
based on the number of major corporations located there. 
 
Transportation & Infrastructure (300 Points): Access to transportation in all its 
modes is key to getting your products to market and your people on the move. CNBC 
measured the vitality of each state’s transportation system by the value of goods 
shipped by air, land and water. CNBC looked at the availability of air travel in each 
state, and the quality of the roads. 
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Table 54:  Competitiveness Index, Maine, 2009 (Overall Rank = 23) 
 
COMPETITIVE ADVANTAGES   COMPETITIVE DISADVANTAGES  
Sub index Variable Index Rank  Sub index Variable Index Rank 
Government and fiscal policy sub index 4.59 45  Government and fiscal policy sub index 4.59 45 
Average benefit per first payment for 
unemployed 5.43  
17  State and local taxes per capita /income per 
capita 4.43 
36 
   Workers’ compensation premium rates 3.81 45 
   Bond rating: composite 4.20 37 
   Full-time-equivalent state and local government 
employees per 100 residents 4.74 
37 
Security sub index 5.31 16  Security sub index 5.31 16 
Crime index, per 100,000 inhabitants 6.13 6  Crime index change 2006-2007, % 4.47 34 
Murder index, per 100,000 inhabitants 5.94  9  The BGA Integrity Index 4.71 33 
Infrastructure sub index 4.74 38  Infrastructure sub index 4.74 38 
Telephone penetration (combined 
Fed/state/local taxes as % of price) 5.58  
13  High-speed lines per 1000 3.95 44 
   Air passengers per capita 4.41 38 
   Electricity prices per million BTU 3.98  42 
Human resources sub index 5.46 13  Human resources sub index 5.46 13 
% of population without health insurance 5.73 13  % of population enrolled in degree-granting 
institutions 4.16 
41 
% of population aged 25 and over that 
graduated from high school 5.87  
12    
% of adults who are in the labor force 5.24 18    
Infant mortality rate, deaths per 1000 live births 
5.75  
13    
Rate of nonfederal physicians per 100,000 
inhabitants 5.87 
9    
% of students at or above proficient in 
mathematics, grade 4 - public schools 5.71  
9    
Technology sub index 4.99 34  Technology sub index 4.99 34 
Academic R&D per $1,000 GSP 10.00  1  Patents, per 100,000 inhabitants 4.20  41 
   Science & Engineering grad. students 100,000 
inhabitants 3.10  
50 
   S&E degrees awarded per 100,000 inhabitants 
4.61  
33 
   Scientists and engineers as % of labor force 
4.05  
40 
   Employment in high-tech industry as % of total 
employment 4.18  
37 
Business incubation sub index 5.15 15  Business incubation sub index 5.15 15 
Bank deposits per capita 5.21  6    
Employer firm births per 100,000 inhabitants 
5.84  
11    
IPO, % of GSP 5.65  8    
Minimum wage 4.96  8    
Openness sub index 4.44 44  Openness sub index 4.44 44 
Incoming foreign direct investment per capita, 
dollars 4.94  
11  Exports per capita, dollars 4.26 39 
   % of population born abroad 4.13 42 
Environmental policy sub index 5.96 3  Environmental policy sub index 5.96 3 
Toxic release inventory, pounds per 1000 sq. 
miles 5.71 
11    
Carbon emission per 1000 sq miles 5.78  9    
Air Quality Index 6.40   3    
 
Technology & Innovation (250 Points): Succeeding in the new economy—or any 
economy—takes innovation. The top states for business prize innovation, nurture new 
ideas, and have the infrastructure to support them. CNBC evaluated the states on their 
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support for innovation, the number of patents issued to their residents, and the 
deployment of broadband services. CNBC also considered federal health and science 
research grants to the states. 
 
Education (175 Points): Education and business go hand in hand. Not only do 
companies want to draw from an educated pool of workers, they want to offer their 
employees a great place to raise a family. Higher education institutions offer 
companies a source to recruit new talent, as well as a partner in research and 
development. CNBC looked at traditional measures of K-12 education including test 
scores, class size and spending. CNBC also considered the number of higher 
education institutions in each state. 
 
Business Friendliness (175 Points): Regulation and litigation are the bane of 
business. Sure, some of each is inevitable. But CNBC graded the states on the 
perceived “friendliness” of their legal and regulatory frameworks to business. 
 
Access to Capital (50 Points): Companies go where the money is, and venture 
capital—an increasingly important source of funding—flows to some states more 
than others. 
 
Cost of Living (25 Points): The cost of living helps drive the cost of doing business. 
From housing to food to energy, wages go further when the cost of living is low. 
 
Table 54 presents the ranking results from the New England states in 2009.  Only 
Massachusetts ranked in the top 10 overall (the top five states in order were Virginia, Texas, 
Colorado, Iowa, and Utah): Maine ranked 40th overall, and made it into the top 10 only on 
the Quality of Life and Education dimensions.  In fact, Maine scored below average on 
virtually every other scale, as did all of the New England states. 
 
Table 54: CNBC Rankings of America's Top States for Business, 2009 
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21 New Hampshire  34 30 1 14 47 31 5 9 30 40 
30 Vermont 35 32 2 17 46 39 4 26 36 43 
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40 Maine 39 45 8 26 36 41 8 24 29 38 
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Maine State Business Taxes  
 
Tax Foundation Index:   
 
Maine ranks 34th in the Tax Foundation's State Business Tax Climate Index, up from 43rd 
place in 2006. The index compares the states in five areas of taxation that impact business: 
corporate taxes; individual income taxes; sales taxes; unemployment insurance taxes; and 
taxes on property, including residential and commercial property. Neighboring states ranked 
as follows: New Hampshire (7th) and Massachusetts (36th). 
 
During the past two decades Maine has consistently had one of the highest state and local tax 
burdens.  Its current burden of 10.0% of income is above the national average of 9.7%.  
Maine has risen 20 places in the rankings, from 35th in 1977 to 15th in 2008.  It reached 5th 
highest in 2005, but it has dropped 10 places since then due to property tax reforms.  Maine 
taxpayers pay $3,835 per capita in state and local taxes (as of 2008).  Each tax burden is 
detailed below. 
 
Corporate Income:   
 
Maine's corporate tax structure consists of four brackets: 
 
 Rate Bracket 
 3.5 % > $ 0 
 7.93 % > $25,000 
 8.33 % > $ 75,000 
 8.93 % > $250,000 
 
Among states levying corporate income taxes, Maine's top rate ranks 7th highest nationally. 
In 2008, state-level corporate tax collections (excluding local taxes) were $140 per capita and 
ranked 23rd nationally. 
 
Sales, Use and Excise:   
 
Maine levies a 5% general sales or use tax on consumers, below the national median of 
5.85%. In 2007 combined state and local general and selective sales tax collections were 
$1,286 per person, which ranks 30th highest nationally.  
 
Maine's gasoline tax stands at 31 cents per gallon and ranks 15th highest nationally. Maine's 
cigarette tax stands at $2.00 per pack of twenty, which ranks 10th highest nationally. The 
sales tax was adopted in 1951, the gasoline tax in 1923 and the cigarette tax in 1941. 
Business related sales tax exemptions apply to: 
 
 manufacturing companies for machinery, equipment, and parts used in production  
 95% of fuel & electricity used in a manufacturing facility  
 custom computer software  
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 biotechnology companies for machinery, equipment, instruments, and supplies used 
directly and primarily in a biotechnology application  
 research & development (machinery & equipment used exclusively in R&D)  
 
Personal Income:   
 
Maine's personal income tax system consists of two brackets with a top rate of 6.85%, 
kicking in at an income level of $250,000. Among states levying personal income taxes, 
Maine's top rate ranks 17th highest nationally. Maine's 2000 state-level individual income tax 
collections were $1,098 per person, which ranked 14th highest nationally. 
 
Property:   
 
Maine collected $1,651.47 per capita in local property taxes during fiscal year 2006, the 
latest year the Census Bureau published state-by-state property tax collections. As in most 
states, the amount collected by the state government of Maine was fairly small.  In fiscal year 
2006, Maine collected $31.36 per capita at the state level. Combined state/local property tax 
collections totaled $1,682.83 in FY 2006, which ranked 9th nationwide. 
 
A statewide program enables businesses to recoup taxes paid on new personal property.  
Qualified property placed in service after April 1, 1995, is eligible for a full reimbursement 
for a maximum of 12 years.  Eligible property includes any machinery and equipment used 
exclusively for business purposes, except office furniture and lighting fixtures.  This 
reimbursement program, when linked with a municipal Tax Increment Financing (TIF) 
package, has the potential to reduce total property tax expenses on all new investment to zero 
over the initial twelve year legislated life of the program.  
 
Local tax rates, after adjusting for these reductions and the local homestead exemption, are 
given in Table 55.  While the full value tax rate has declined in every town except Veazie 
over the past seven years the rate of decline in Glenburn was very modest. The town now has 
the six lowest tax rate in the core Bangor Metro area. 
 
Table 55:  Change in Full Value Tax Rates (per $1,000), Bangor MSA, 2001 - 2008 
 
Town 2001 2008 Change % Change 
BANGOR  22.82 18.52 -4.30 -18.84% 
BREWER 22.22 17.56 -4.66 -20.97% 
EDDINGTON 13.87 10.02 -3.85 -27.76% 
GLENBURN 14.79 14.52 -0.27 -1.83% 
HAMPDEN 20.01 15.26 -4.75 -23.74% 
HERMON 15.99 10.46 -5.53 -34.58% 
HOLDEN 15.60 12.33 -3.27 -20.96% 
KENDUSKEAG 14.06 8.61 -5.45 -38.76% 
MILFORD  18.19 14.29 -3.90 -21.44% 
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OLD TOWN  21.14 17.22 -3.92 -18.54% 
ORONO 29.04 19.04 -10.00 -34.44% 
ORRINGTON 15.06 11.69 -3.37 -22.38% 
VEAZIE 16.82 18.27 1.45 8.62% 
WINTERPORT 15.76 10.66 -5.10 -32.36% 
 
Workers’ Compensation:   
 
Maine has gained national recognition for its dramatically reformed workers’ compensation 
system.  Fifteen years ago, Maine’s rates were the highest in the nation and twice as high as 
the next state.  Since 1994, overall workers’ compensation rates have decreased by 35.1%.  
The state now ranks in the middle of the pack.  According to an independent study, Maine 
has the 29th lowest rates nationally for manufacturing classifications.  
 
Unemployment Insurance:   
 
The rate for 2002 is 2.83 % and the taxable wage is $12,000. 
 
 R&D and Technology 
 
Maine’s commitment to improving its high-tech economy is demonstrated by a number of 
state initiatives designed to foster research and development in the state.  Most of these 
programs are available to companies in one the state’s seven targeted technology sectors: 
 
 Advanced Technologies for Agriculture and Forestry 
 Aquaculture and Marine Technology 
 Biotechnology 
 Composite Materials 
 Environmental Technology 
 Information Technology 
 Precision Manufacturing 
 
The Maine Technology Institute (MTI) supports technology development by Maine 
businesses and entrepreneurs in the state’s targeted sectors, helping them bring to market 
cutting edge products, processes and services. With MTI’s support, companies become more 
competitive, provide higher-paying jobs for people across the state and purchase goods and 
services from other Maine companies, thus stimulating Maine’s economy.  The Maine 
Technology Institute provides seed investment grants to private companies and research 
laboratories in the areas of information technology, precision manufacturing, aquaculture & 
marine, advanced technologies for forestry & agriculture, biotechnology, composite 
materials, and environmental technology.  During FY09, MTI funded 142 new technology 
development projects, totaling just over$56.6 million. This funding leveraged an additional 
$93 million in matching capital investment by the companies themselves.  MTI supports 
three kinds of funding: 
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Seed grants of up to $12,500 fund commercialization activities such as market 
research, intellectual property protection and product development. 
 
Development awards are up to $500,000 and fund activities such as product 
development, manufacturing scale-up and limited production. 
 
MTI’s Accelerated Commercialization Fund matches other investment up to 
$500,000 to move a company’s new products to market. 
 
Maine has five world-renowned nonprofit research laboratories.  
 
 Bigelow Laboratory for Ocean Sciences  
 Foundation for Blood Research  
 The Jackson Laboratory  
 Maine Medical Center Research Institute  
 Mount Desert Island Biological Laboratory  
The Bangor Region is also home to the state’s research university, the University of Maine. 
UMaine is a world leader in aquaculture, composites, bioproducts, and sensor science 
research, and has a diverse array of research and education programs.  UMaine research 
facilities are designed to assist companies with all stages of product development from basic 
science to pilot-scale manufacturing.  Research and development at the University of Maine 
brings students and faculty together to create new knowledge and technologies in many 
disciplines including engineering; materials science; information science; biotechnology and 
life sciences; environmental science; agriculture, forestry and marine science; social 
sciences; education; and public policy.  Facilities include: 
 
Advanced Engineered Wood Composites Center is perhaps the best facility in the 
world for composites and structural materials research and development, 
developing innovative products for boatbuilding, construction materials, 
transportation technologies, and wind power.  
 
Advanced Manufacturing Center is a one-stop-shop for product development and 
can assist companies with manufacturing equipment and production processes. 
 
Food Science Pilot Plant is a comprehensive food product development facility.  
It can assist companies with new recipes, quality testing, pilot manufacturing and 
has a sensory testing facility.  
 
Laboratory for Surface Science and Technology is a world leader in the 
development of sensors to detect toxic chemicals and biological threats.  The 
Center is involved in cutting-edge research in thin coatings, semiconductors and 
nanoscale devices. 
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Process Development Center has long been the pulp and paper industry’s center 
for research and development.  The Center is now also a leader in the 
development of bioproducts such as ethanol and bioplastics from wood fiber and 
other cellulosic materials. 
 
High Performing Computing Research Lab is a large-scale cluster 
supercomputing facility that allows companies to use time and space for data 
modeling and warehousing. 
 
Target Technology Incubator is a business incubation facility for early-stage 
technology companies that provides business assistance with all aspects of 
commercialization such as product development, intellectual property and 
financing. 
 
Maine has several tax incentives specifically designed to encourage the growth of technology 
companies in the state including the Research Expense Tax Credit, R&D Super Credit, High-
technology Investment Tax Credit, and Sales Tax exemptions for technology companies.  
 
Research Expense Tax Credit  
 
The Research Expense Tax Credit is a percentage of the federal credit for increasing research 
activities, and is limited to 5% of the excess qualified research expenses over the previous 
three-year average plus 7.5% of the basic research payments in IRC §41(e)(1)(A). The credit 
is further limited to 100% of the first $25,000 in tax liability plus 75% of the tax liability in 
excess of $25,000.  The credit cannot be carried back, but can be carried forward for up to 15 
years.  Eligible businesses include any business that engages in research and development 
activities in Maine that meet the definitions in Section 41 of the Internal Revenue Code.   
 
R&D Super Credit  
 
The R&D Super Credit is based on qualified research payments exceeding 150% of the 
average for the three-year period prior to the effective date of the credit.  The credit is limited 
to 50% of the tax otherwise due after all other credits.  Further, the credit cannot reduce tax 
liability below the amount due the previous year after credits.  The credit cannot be carried 
back, but can be carried forward for up to five years.   Eligible businesses include businesses 
that qualify for the research expense credit and whose qualified research expenses conducted 
in Maine for the taxable year exceed 150% of the average research expenses for the three 
taxable years prior to September 1997. 
 
High-Technology Investment Tax Credit 
 
The High-Technology Investment Tax Credit amount is equal to the adjusted basis of eligible 
equipment placed in service in Maine less any lease payments received during the taxable 
year. The credit cannot reduce the tax liability to less than the preceding tax year's liability 
after the allowance of any credits, and it cannot reduce the tax liability in the current year 
below zero.  Unused portions of the credit may be carried forward five years, but the credit 
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cannot exceed $100,000 in any one year. Eligible businesses include businesses primarily 
engaged in high-tech activities, which include the design, creation, and production of 
computer software, computer equipment, supporting communications components and other 
accessories that are directly associated with computer software equipment; it also includes 
the provision of Internet or advanced telecommunications services. 
 
Sales Tax Exemptions 
 
Maine state sales tax exemptions are available for manufacturing, R&D, custom computer 
programming, fuel & electricity, biotechnology and clean fuel vehicle sales. 
 
Quality of Life 
 
Maine’s exceptional quality of life has a positive affect on business.  Maine employers testify 
to a uniquely strong work ethic, high productivity, and low absenteeism and turnover rates.  
Maine has been ranked the number one place in the country to raise children and in general is 
considered the 16th most livable state in the nation (Quitno Press, State Rankings 2008), 
based on the specific indicators used to determine “Livability”(see Figure 55, next page).  
The state has hovered around 15th place for the past decade and a half (but see the quality of 
life rankings included in the CNBC data reported above)... 
 
Education 
 
Maine schools are among the best in the country, with a record of high standards and success, 
including: 
 
 Maine’s education system is ranked among the top ten in the country.  
 
 Maine’s 4th & 8th graders consistently scored above the national average in math, 
reading, & science (National Assessment of Educational Progress, 2009) 
 
 Maine was the first state in the country to install internet access in every school and 
every public library, nearly 1,200 sites. 
 
 80% of the adult population has a high school education plus at least some post-
secondary education. 
 
 In addition to the University of Maine’s seven campuses there are seven technical 
colleges and numerous private colleges.  Three Maine colleges -- Bates, Bowdoin, 
and Colby -- are among the top 25 liberal arts schools in the nation. 
 
Safety  
 
According to the Quitno Press (State Rankings, 2010) Maine has the fifth lowest overall 
crime rate (for serious crimes) in the nation.  The United Health Foundation lists Maine as 
the lowest state in terms of violent crimes. 
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Health Services 
 
The United Health Foundation also ranked Maine as the ninth healthiest state overall.  Some 
of the important highlights of health care in Maine are as follows: 
 
Figure 55:  Factors Used to Rank States on Quality of Life (Livability) 
 
 
1 Percent Change in Number of Crimes: 2004 to 2005  
2 Crime Rate  
3 State Prisoner Incarceration Rate  
4 Personal Bankruptcy Rate  
5 Pupil-Teacher Ratio in Public Elementary and 
Secondary Schools  
6 Rate of Public Libraries and Branches  
7 Unemployment Rate  
8 Percent of Nonfarm Employees in Government  
9 Average Monthly Electric Bill for Residential 
Customers  
10 Hazardous Waste Sites on the National Priority List per 
10,000 Square Miles  
11 State & Local Taxes as a Percent of Personal Income  
12 Per Capita State and Local Government Debt 
Outstanding  
13 Percent of Population Not Covered by Health Insurance 
14 Births of Low Birth weight as a Percent of All Births  
15 Teenage Birth Rate  
16 Infant Mortality Rate  
17 Age-Adjusted Death Rate by Suicide  
18 Population per Square Mile  
19 Poverty Rate  
20 Percent of Female-Headed Families with Children 
Living in Poverty  
21 State and Local Government Spending for Welfare 
Programs as a Percent of All Spending  
22 Percent of Households Receiving Food Stamps  
23 Deficient Bridges as a Percent of Total Bridges  
24 Highway Fatality Rate  
25 Fatalities in Alcohol-Related Crashes as a Percent of 
All Highway Fatalities  
 
26  Per Capita Gross State Product 
27 Percent Change in Per Capita Gross State 
Product: 2001 to 2005 (Adjusted to 
Constant Dollars)  
28 Per Capita Personal Income  
29 Change in Per Capita Personal Income: 
2004 to 2005  
30 Median Household Income  
31 Public High School Graduation Rate  
32 Percent of Population Graduated from High 
School  
33 Expenditures for Education as a Percent of 
All State and Local Government 
Expenditures  
34 Percent of Population With a Bachelor’s 
Degree or More  
35 Books in Public Libraries Per Capita  
36 Per Capita State Art Agencies’ Legislative 
Appropriations  
37 Average Weekly Earnings of Production 
Workers on Manufacturing Payrolls  
38 Job Growth:  2005 to 2006  
39 Normal Daily Mean Temperature  
40 Percent of Days That Are Sunny  
41 Homeownership Rate  
42 Domestic Migration of Population: 2005 to 
2006  
43 Marriage Rate  
44 Percent of Eligible Population Reported 
Voting   
 
 Maine’s infant mortality rate is the 25th lowest in the nation.  Maine has one of the 
best rates of mothers receiving prenatal care, and of children being fully immunized. 
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 Maine ranks 43rd in cancer deaths, 17th and cardiovascular deaths, and 16th in 
premature deaths from health-related causes. 
 
 Maine ranks in the middle of the state in terms of adverse health-related behaviors 
such as smoking, binge drinking, and obesity. 
 
 Maine has 38 acute care community hospitals, exceeding the national average in 
number of community hospitals per capita. 
 
 Maine has two tertiary care medical centers, providing state-of-the-art open heart 
surgery, cardiac intensive care, head injury treatment, advanced cancer treatment, and 
neonatal intensive care. 
 
 Maine people have access to advanced technology, such as MRI and CAT-scan, in 
fixed sites and in mobile units for smaller communities. 
 
Outdoor Recreation 
 
Maine’s tremendous geographic diversity offers sandy and rugged beaches, majestic 
mountains, and scenic lakes and ponds, all within a few hours of each other.  Maine has:  
 
 An outstanding reputation for outdoor recreation, including hiking trails (796 miles of 
trails, 200 accessible peaks, and 276 miles of Appalachian Trail Wilderness), 
snowmobile trails, nature walking trails, 66 ski touring trails, 20 downhill ski areas 
(including Sunday River and Sugarloaf USA, with the most challenging runs in the 
East), and boat launches.  
 
 Acadia National Park, one of America’s "12 crown jewels" (Backpacker 6/92), with 
17 peaks, 30,000 acres, and 50 miles of carriage roads reserved for biking and skiing.  
The park receives 2.2 million visitors a year. 
 
 The first water trail in the nation, encompassing 325 ocean miles and over 70 islands.  
 
 1,214 miles of wilderness canoe trekking, including the Allagash Wilderness 
Waterway and three spectacular rafting rivers, including the West Branch of the 
Penobscot with a vertical drop (70 ft. /mile) equal to any in the nation.  
 
 28 state beaches and parks; 5 national parks & wildlife areas; 17 million acres of 
forested land; 11 public wilderness areas.  
 
 983,000 acres of conservation land intended for public use as recreation sites and 
which have maintained roads and/or trails, campsites, and vehicle parking.  
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Culture & the Arts 
 
Maine’s cultural environment includes 56 museums, historical sites and societies including 
(in Eastern Maine): 
 
Carnegie Art Museum, University of Maine  
Maine Maritime Museum  
Children’s Museum of Maine  
 
Maine also has 44 cultural centers and organizations including (in Eastern Maine): 
 
Maine Center for the Arts  
Bangor Symphony Orchestra  
Children’s Theater of Maine  
 
 Indicators for the Bangor Metropolitan Area 
 
The Bangor Region has received recognition for its business climate and quality of life in 
recent years:  According to the Bangor Region Development Alliance: 
 
 BusinessWeek named the Bangor Region one of America’s Dazzling Dozen pockets 
of prosperity for its ability to create jobs even in challenging economic times. 
(October 2002)  
 
 The London-based Foreign Direct Investment (fDi) magazine ranked Maine’s quality 
of life as the best in the nation in its “U.S. Cities and States of the Future” issue.  
(June 2005)  
 
 Bangor earned the coveted “Five Star” quality of life distinction from Expansion 
Management Magazine in 2005 and 2006 based on nine categories: affordable 
housing, good public schools, peace of mind, a balanced standard of living, broad 
opportunities for adult education, reasonable traffic and commuting, good 
commercial air access, a high level of education among adults and, from an 
employer’s perspective, a young, reasonably-priced work force from which to find 
good employees.  
 
 The 2006 edition of 50 Fabulous Places to Raise Your Family cited the economy, 
education, low crime, outdoor recreation, arts and entertainment, community life and 
the environment as reasons why Bangor is a fabulous place to raise your family.  
 
 The national employee wellness organization, Wellness Councils of America, named 
the Bangor area the nation’s first “well region.”  According to the Wellness Councils 
of America, Bangor has “planted the flag and set the pace” for employee wellness 
programs and Bangor’s March 2006 achievement “will be recognized as a national 
standard.”  
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 Outdoor Life magazine ranked Bangor as one of its top 200 towns for the 
outdoorsman.  The magazine looked at the local economy and cultural opportunities, 
and then sporting opportunities. (March 2008)  
 
 Places Rated Almanac continues to place Bangor in its list of the best 25 small metro 
areas in its seventh edition published in 2007.  About half of the country’s metro 
areas are considered small – having fewer than 250,000 people.    
 
 In 2009, Money magazine named Bangor as the23rd most desirable place to retire. 
 
 
 
2.7 Infrastructure 
 
 
 
 
 
 
Transportation Network 
 
Some 22% of the U.S. population, and 50% of the Canadian population, is within ten hours 
of the Bangor Metropolitan Statistical Area.  The Bangor area offers a full array of 
transportation options: 
 
 Roads 
 
Interstate 95 and U.S. Routes 1, 2, and 9 provide access for shipping to the entire Eastern 
Seaboard and Maritime Canada, while Routes 2 and 202 provide access to New Hampshire 
and Vermont, Route 27 provides access to Montreal, and Route 201 opens access to Quebec.  
About 30 trucking companies in the region provide overnight service from Bangor to Boston, 
New York, and Philadelphia to the south or Halifax, Nova Scotia to the east.  All of these 
roads can be reached easily from Route 15, the major artery through Glenburn. 
 
The available data indicates that Route 15 handles considerable traffic (Table 56).  The 
Maine Department of Transportation’s most recent Annual Average Daily Traffic (AADT) 
counts are as follows (these numbers are for both directions, meaning that MDOT puts a tube 
across the road and counts all cars going in either direction): 
 
Several observations are worthy of note here.  First, the total count at the Glenburn / Bangor 
town line (8,730) would of course include commuters going into Brewer, Bangor, etc. for 
both daily trips (in and return).  As a rough estimate, half this number (4,360) would be the 
number of different vehicles crossing the town line each day, on average).  But not all 
commuters go straight into Bangor on Route 15: quite a number take alternate routes, 
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including the Finson Road, Kenduskeag Avenue, or Pushaw Road to Church Road to Essex 
Street.  The Route 15 count taken northwest of SR 221 (Hudson road), at 8,800, is a much 
better indicator of total traffic on Broadway.   The volume of traffic passing through the 
Route 15 intersection with Old Ohio Street in Kenduskeag, at 7,630 AADT, supports this 
estimate of overall commuter traffic on Route 15. 
 
Table 56:  Annual Average Daily Traffic (AADT), Glenburn and Related Locations 
 
Location (year in parenthesis) AADT 
 
Route 15 at the Bangor town line (2008)   8,730 
Route 15 at SR 221 (southeast of Hudson Road) (intersection in Bangor) (2008)  11,140 
Route 15 at SR 221 (northwest of Hudson Road) (intersection in Bangor) (2008)  8.800 
Route 15 at Kenduskeag Avenue (intersection in Bangor) (2008)  11,180 
 
SR 221 (Hudson Road) @ Lancaster Brook / Lakeview intersection  
 Lakeview Road (east of intersection) (2008)   1,570 
 Lancaster Brook road (west of intersection) (2008)   1,350 
 SR 221 (Hudson Road) (north of intersection) (2007)   3,030 
 SR 221 (Hudson Road) (south of intersection) (2008)   2,820 
 
SR 221 (Hudson Road) north of Route 15) (2008) 3,780 
SR 221 (Hudson Road) north of IR 493 (Pushaw Road) (2008) 2,110 
 
IR 493 (Pushaw Road) north of IR 500 (Lakeview Road) (2008) 840 
IR 493 (Pushaw Road) south of IR 500 (Lakeview Road) (2008) 2,910 
 
SR 15 (Broadway) east of Old Ohio Street (in Kenduskeag) (2006) 7,630 
 
Secondly, the Route 15 count at the Kenduskeag intersection in Bangor was 11,180 – 2,410 
vehicle trips more than at the Bangor town line.  These additional vehicles must have entered 
Route 15 either at the Hudson Road, Finson Road, or Pushaw Road.  The difference between 
the Route 15 count just northwest of the Hudson Road and just southeast of it is 2,340 
vehicle trips – a fair measure of the traffic entering or leaving the Hudson Road each day. 
 
A third point of interest is the intersection of SR 221 (Hudson Road) and the Lancaster Brook 
and Lakeview Roads.  The data reveals about 220 more vehicle trips daily going east from 
this intersection (Lakeview Road) than west (Lancaster Brook Road) – which, if round trips 
are assumed, is about 110 more vehicles.  Some of this additional volume is undoubtedly 
commuters heading to the Pushaw Road and then inbound to Bangor or, more likely, Orono 
via Forest Avenue.  Indeed, the count of vehicles inbound on the Pushaw Road (south) of 
Lakeview Road was 2,910 – some 2,070 vehicle trips than northbound at this location – 
suggesting considerable traffic turning right off the Lakeview Road.   
 
There were 210 more vehicle trips going north on the Hudson Road from the intersection 
than going south on that route.  Again, if round trips are assumed, this is about 105 more cars 
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going north out of the intersection – a fair number of which were probably going to and from 
Glenburn Elementary School or the library.  It possible to roughly estimate the number of 
different vehicles involved in these counts, since each vehicle that enters the intersection 
must also leave it.  If one assumes that the sampling counts are all made the same day, and 
that each vehicle makes a round trip, then each vehicle would be counted four times.  With a 
total of 8,870 vehicle trips counted at the intersection, an estimate of 2,193 cars daily is not 
unreasonable.  While modest by urban standards, this is an adequate initial volume of traffic 
around which to focus the development of a Village District and other retail trade capture 
efforts. 
 
In addition, over 42 miles of town-owned roads and 6.2 miles of public easement roads serve 
Glenburn.  As Glenburn’s Comprehensive Plan 1998 documents (Section I), the overall 
condition of these roads is good.  The Comprehensive Plan identifies several local 
intersections and road segments as dangerous, including speeding and configuration 
problems on Pushaw, Hudson, and Beechwood Roads There are also important safety 
concerns regarding school children crossing the Hudson Road.  In general, however, 
Glenburn’s roads and bridges are considered to be in good condition and adequate to current 
and expected future needs. 
 
 Rail 
 
Freight rail service in this region is provided by the Montreal, Maine and Atlantic Railway, 
Ltd. (MMA), which has track running from Saint John, New Brunswick to Montreal (see 
map, next page).  A major rail trunk, connecting Searsport, Hermon (Northern Maine 
Junction), and Bangor (with service to Portland and Boston), runs through Glenburn, roughly 
parallel with Kenduskeag Stream, on its way north to Brownville junction.  Here, the line 
connects with MMA trackage (operated by Canadian Pacific Railway) and then divides, with 
the main trunk going west through Jackman into Canada.  Main line operations are conducted 
daily, and MMA connects with nine Class 1 regional and local railroads, including the 
Canadian National Railway (CN) and the Canadian Pacific Railway (CP), both of which 
serve Toronto, Detroit, Chicago and points west.  CP also connects to lines serving New 
York City and points south. 
 
A second line goes north through Millinocket to the very top of Aroostook County (serving 
Ashland, Fort Kent, Madawaska, Van Buren, and St. Leonard, NB), with spurs serving 
Houlton, Presque Isle, Easton, For Fairfield, Caribou, and Limestone.  In late July, MMA 
announced that it would seek Federal approval to abandon most of the track north of 
Millinocket, citing operating losses on excess of $4 million annually.  MMA and the State of 
Maine are in negotiations for the state to buy the track and then lease it to an operator that 
would continue to carry northern Maine’s freight moving, preserving an estimated 1,720 jobs 
at 22 major manufacturers in the region (Bangor Daily News, July 28, 2010). 
 
There are intermodal rail facilities in Bangor and in Hermon, both with ready access to 
Interstate 95 and to Bangor International Airport.  These cargo handling facilities function 
primarily to facilitate the transfer of goods from train to truck or vice versa. 
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Map 4: Montreal, Maine and Atlantic Railway Routes  
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 Air 
 
Bangor International Airport is a full-service passenger and commercial airport with a 
modern terminal complex, offering daily direct flights to Boston, New York and other US 
cities, as well as international air traffic and a free trade zone.  Overall, Maine has 46 
commercial airports; 15 of these accommodate corporate jets. 
 
 Water 
 
Three ocean ports provide service to European ports:  Mack Point, Searsport (30 miles), 
Estes Point, Eastport (120 miles), and Portland (150 miles).   
 
A major expansion of port facilities at Searsport is under active consideration by the Maine 
Department of Transportation, as part of its “three port strategy” – simultaneous development 
of ports at Portland, Eastport, and Searsport.  With respect to the latter, a recent assessment 
report commissioned by the state concluded: 
 
Perhaps the most significant finding of the study is that there is a large, 
market-driven opportunity to develop a new container terminal at Searsport, to 
service Maine and other markets, which will have a profound positive 
economic impact on the state. While we will not prejudge the outcome of the 
work of the Joint Use Planning Committee (JUPC)7, the report did find that 
the opportunity exists and the Board recommends that such a facility should 
be considered consistent with the outcome of the JUPC process and a full 
review of the build-out potential at Mack Point to meet these needs. 
 
With respect to financing such a facility, the report makes it clear that the vast 
majority of the funding required would come directly from a port developer, 
with only a small percentage coming from state and federal funds, including 
in-kind contributions of land and infrastructure. The Port Authority does plan 
to continue to build out the infrastructure at Mack Point at Searsport to 
accommodate both liquid and dry cargo to meet market demand. (The Cornell 
Group, Inc.:  Port Development Strategic Plan, Maine Port Authority:  Final 
Report, 2007, p. cover letter). 
 
The study further found: 
 
A new port at Searsport will handle an additional 1.5 million tons of break-
bulk cargo and 375,000 TEU containers in 2020, and this will create $5.7 
million a year in state and local taxes and 2,200 new jobs (The Cornell Group, 
Inc.:  Port Development Strategic Plan, Maine Port Authority: Final Report, 
2007, p. 19). 
 
A Searsport expansion will dramatically increase the volume of freight passing through 
Maine by rail on its way to major Canadian and American markets.  The existence of the 
MMA rail line, running through virtually undeveloped sections of Glenburn on its way north 
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from Searsport, could help to position the community as the site for further intermodal 
facility development in Eastern Maine. 
 
 Bus and Public Transit Services 
 
Two commercial bus carriers serve the Bangor area with daily trips to Portland and Boston.  
The Bangor metro area is also served by a locally operated transit bus service (The Bus)).  
While this hourly service (Monday through Saturday) covers most of the Bangor 
Metropolitan Area, it does not include service to Glenburn.   
 
On-demand transportation service is available for special populations (generally nursing 
home residents, disabled people, and low income people) through the Penquis Community 
Action Program and other social services providers.  These services must usually be 
requested a day or two in advance, and are generally restricted to transportation to and from 
medical appointments and similar critical needs.  No direct fee is charged to users. 
 
Utilities  
 
 Electricity 
 
The area's major electric utility is the Bangor Hydro-Electric Company, which provides 
electricity services to more than 110,000 customers in a service area that extends 5,200 
square miles and includes the greater Bangor/Brewer region.  Current electricity rates for 
commercial and industrial customers are based upon a number of factors, including the 
characteristics of a customer's energy consumption, the voltage at which the customer is 
served, and the customer's ownership of transformers and related facilities.  Commercial and 
industrial customers who meet the eligibility criteria can also take advantage of special 
economic development rates and competitive energy rates for certain end uses such as 
electric heat.  Importantly, manufacturers in Maine are exempt from paying 95% of the sales 
tax on fuel and/or electricity used in manufacturing operations. 
 
Unlike other regions of the country, consumers in Maine are assured of a secure and ample 
power supply for years to come. Historically, Maine has been a net exporter of electric power 
and has shown even greater excess capacity for the past two years.  As a result, Maine’s 
electricity rates are among the most competitive in the northeast – particularly for large-scale 
users. Among states in the northeast, Maine had the second lowest average rates for industrial 
consumers in 2000.  Maine is now aggressively developing alternative electrical sources, 
including submersible turbines and wind power. 
 
In general, Glenburn is served by an overlapping network of transmission and distribution 
lines, including three-phase power (essential for commercial and industrial users) in the 
vicinity of the proposed Glenburn Business Park on Route 15.  In fact, there is three-phase 
power all along Route 15, from Bangor to Corinth, and on the Lancaster Brook Road from 
the Route 15 intersection to the intersection of the Hudson Road (Route 221) at the village – 
the westerly end of the proposed Glenburn Village District.  The three-phase power 
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distribution then runs north on the Hudson Road to the Glenburn Elementary School.  The 
remainder of town is served either by single phase or two-phase power distribution lines. 
 
 Petroleum and Natural Gas 
 
The completion of two high-capacity natural gas pipelines in has stimulated competition 
among energy providers.  Commercial and residential consumers throughout Maine are able 
to take advantage of these projects; the Portland Natural Gas Transmission System (PNGTS) 
and the Maritimes & Northeast Pipeline (Maritimes).  The PNGTS project, completed in 
March 1999, runs through western and southern regions of the state, connecting the end of 
the Canadian pipeline system with existing U.S. pipelines in Massachusetts. The Maritimes 
pipeline began gas delivery in December 1999, and taps into the newly developed Sable 
Offshore Energy Project in Nova Scotia Canada. 
 
The PNGTS and Maritimes projects have impacted commercial energy consumers in Maine 
in important ways.  Five new natural gas-fired electrical power plants with a generating 
capacity of 1,600 MW have been constructed in Maine.  In addition, more than 25 
municipalities (including most in this region) are connected to the natural gas network – 
which has been designed to serve large commercial users as well as more conventional 
customers.  Three retail distribution companies, Northern Utilities, Maine Natural Gas and 
Bangor Gas Company, are licensed to distribute natural gas in Maine.   
 
 Telecommunications 
 
Maine’s communications infrastructure is one of the most advanced in the nation.  Maine has 
the first statewide ATM (Asynchronous Transfer Mode) fiber optic based network, one of the 
most technologically advanced networks available today.  With ten ATM switch locations 
located throughout the state; this advanced network makes fiber optic technology available to 
all communities in Maine, giving businesses the best in telecommunications technology.  
ATM technology provides high-speed bandwidth connections for transmitting switched 
voice, data, and full-motion video to multiple locations across Maine and throughout the 
world.  While the initial application for ATM is to facilitate real time interactive distance 
learning in secondary schools throughout the state, several major health care and commercial 
applications have been developed and key businesses are using ATM in their operations.  
Based on FCC service quality data, Maine has some of the best service and reliability ratings 
in the country.   
 
Wireless, cable, and fiber optic technologies are available throughout Maine.  Maine has 
DSL, ISDN, T1, T3, and Frame Relay - the whole range of cutting edge voice, data, and 
video services.  99.4 percent of the state can access the Internet with a local call.  
 
Verizon and Maine’s independent local carriers have deployed a significant amount of digital 
loop carrier and digital switch remote technology, placing greater capacity in loop facilities, 
and frequently using fiber optic cables in feeder portions of the loop (between central offices 
and digital loop carriers or remotes).  There are over 110,000 miles of fiber optic cable 
throughout Maine.  All new interoffice facilities are built using fiber optic cables and most 
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switches are on SONET rings, which provide reliability and enormous capacity.  And, 
because Maine’s system is 100 percent digitally switched, businesses here have access to the 
best available technology and the advanced services supported by this technology. 
 
The Maine School and Library Network is a high-speed telecommunications system that 
links computers in all schools and public libraries to one another, as well as to worldwide 
databases and the Internet.  Maine is clearly at the forefront of the new distance learning 
opportunities.  100% of Maine schools and libraries have Internet access.  The network also 
provides a baseline infrastructure throughout the state from which advanced applications for 
business customers can grow.  In addition, Maine students have training and experience with 
computer technology starting from their earliest years in school.  Students will be prepared to 
meet the demands that Maine businesses have for technically skilled workers. 
 
Maine's advanced connectivity is best evidenced by the number of IT companies, call 
centers, back office operations, and other telecommunications-intensive businesses located 
here.  Moreover, Maine does not tax interstate calls and Maine is one of the most nexus-
friendly states in the U.S.  Nexus law defines corporate presence and the tax burdens that 
come with it.  By being “nexus-friendly” Maine creates a safe haven in which call centers 
and their clients can avoid collecting and remitting sales tax.  While other states are actually 
looking for ways to collect more taxes from nonresident companies, Maine revised its laws to 
save call centers and their client’s time and money.  
 
 Water and Sewer 
 
Glenburn is not serviced by municipal water and sewer.  All homes and businesses are 
supplied by private wells, and septic systems are used for sewage disposal. 
 
 
 
2.8 Special Issues and 
 Concerns 
 
 
 
 
 
Demand for Business Park Space in the Region 
 
Capacity of Existing Business Parks 
 
There are now 33 business parks in operation or under development in the Bangor region, 
comprising a total of about 2,800 acres (see Table 57).  About 998 acres are currently vacant 
of which about 42 % are undevelopable (mostly in Bangor’s Bomarc Industrial Park and 
Hampden’s Ammo Industrial Park, both of which are converted former military instalations 
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and not planned business commerce parks).  Subtracting the estimated 420 undevelopable 
acres in these two parks leaves about 578 vacant acres (for a crude vacancy rate of about 20.6 
%).  This vacancy level understates the amount of land soon to be available, since it excludes 
from the vacancy totals the Brewer Business and Commerce Park (for which the final design 
and layout is still pending), the new Orono park under development (Kelley Road Business 
Park), and the Orrington Park, for which total acreage has been determined but no actual 
development is taking place. 
 
In the existing business / industrial parks, the average lot size is 3.9 acres and the range is 
from 0. 75 to 32.9 acres (these figures are based on partial data, as shown in Table 58).  Only 
about 121 lots (25.6 % of the total 472 defined lots) are available for development, and many 
of these are in the most recently created business / industrial parks (for example, 30 vacant 
lots are in the Route 202 business park in Hampden, established in 2002).  The older existing 
parks are almost at capacity:  about two-thirds of the parks can not accommodate a 
contiguous lot of more than ten acres.   
 
Annual Lot Sales 
 
Key factors affecting the sale of land in the various parks include the overall strength of the 
economy, the physical characteristics and location of the land, existing land covenants, 
ownership restrictions, and the total supply of industrial property in the region.  From 1950, 
when the first park in this area (Bangor Industrial Park) was established, to 2010, industrial 
park space in the 28 parks in this region with a sales history sold at an average of 5.8 lots per 
year (about 30 acres per year).  At these rates, it would take about 33 years to absorb the 
available acreage in existing parks – only 20 years if projected on the basis of lots sold 
annually rather than acreage. 
 
However, over half of the existing vacant lots have been on the market for ten years or more.  
Without exception, these are located in “traditional” industrial parks – developments that 
emphasized location and basic infrastructure (roads, water, and sewer) over design 
considerations, amenities, and compatability with professional businesses, retail and service 
enterprises, and residential abbutters.   
 
Business Park Tenants Represent Growth Industries 
 
Based on an inventory prepared by the Eastern Maine 
Development Corporation in 1998, a quarter of the existing 
industrial parks' tenants were service firms and about 15 % 
each were manufacturing, warehouse, and wholesale 
enterprises.  Over half of the service enterprises were 
business services:  17 % were auto related businesses, and a 
combined total of 20 % were health or recreation services.  
This emphasis on the service sector, rather than on heavy 
manufacturing or research and development, reflects the 
Bangor area's economic base and market conditions rather 
than a deliberate effort to attract service firms.   
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TABLE 57:  BUSINESS / INDUSTRIAL PARKS IN THE BANGOR AREA, 2002 
 
        Acres   Lots   Vacant Absorptio
n 
Distance Distance 
# Park Location Year Total Vacant Created Vacant Range 
(acres) 
Rate to I-95 to Airport 
1 BanAir Industrial Park Bangor 1985 31.50 4.23 16 2 1.93 - 2.23 0.56 < 1 mile 2 miles 
2 Bangor Industrial Park Bangor 1950 204.00 0.00 40 0  0.67 < 1 mile 3 miles 
3 Bangor Industrial Park Annex Bangor 1974 25.90 3.50 11 1   0.28 < 1 mile 3 miles 
4 BIA Commercial & Industrial Park Bangor 1979 81.00 20.71 23 3 3.6 - 11.94 0.65 2 miles 0.00 
5 Bomarc Industrial Park Bangor 1972 300.00 170.00 29 0   0.76 3 miles 5 miles 
6 Dowd Industrial Park Bangor 1981 44.50 14.70 14 4  0.34 < 1 mile 2 miles 
7 Heritage Industrial Park Bangor 1955 70.00 44.00 16 0   0.29 2 miles < 1 mile 
8 Oak Ridge Business Park Bangor 1996 19.50 6.50 14 2  0.86 2 miles 5 miles 
9 Maine Business Enterprise Park Bangor 1992 46.15 27.69 18 13 1.25 - 4.45 0.28 < 1 mile < 1 mile 
10 Sylvan Road Industrial Acres Bangor 1968 56.00 N/A 6 2  0.10 1 miles 4 miles 
11 Target Industrial Circle Bangor 1975 83.00 0.00 38 0   1.09 < 1 mile < 1 mile 
12 Acme Plus Subdivision Brewer 1996 16.60 5.20 7 4  0.21   
13 Brewer Corporate Center Brewer 2001 84.00 12.00 8 4   0.44     
14 East-West Industrial Park Brewer 1970 69.00 0.00 23 1  0.55 < 1 mile 4 miles 
15 Reserve Area Business Park Brewer 1995 20.00 14.90 13 10   0.20     
16 Brewer Professional Center (EMHC) Brewer 2009      0.00 < 1 mile 5 miles 
17 Brewer Business & Commerce Park Brewer 2010 320.00 (Final lot design not yet complete / lots not available) 3 miles 7 miles 
18 Bucksport Heritage Park Bucksport  31.20 6.65 12 5 1.06 - 1.98  15 miles 18 miles 
19 Horizon Business & Technology Park Bucksport 2009 7.46 6.20 5 4 .66 - 2.64 1.00 15 miles 18 miles 
20 Ammo Industrial Park Hampden 1979 542.00 250.00 3 1  0.06 < 1 mile < 1 mile 
21 MeCaw Road Industrial Park Hampden 1950 67.60 32.40 9 3 0.5 - 2.7 0.10 < 1 mile 2 miles 
22 Penobscot Meadow Industrial Park Hampden 1992 80.00 38.70 5 3  0.11 2 miles 6 miles 
23 Hampden Business & Commerce Park Hampden 2002 132.00 120.29 37 30   0.88     
24 Bangor & Aroostook RR Industrial Park Hermon 1996 30.00 20.00 5 3  0.14 5 miles 6 miles 
25 PINE Business Park (leased facilities only) Hermon         6     < 1 mile   
26 Coldbrook Business Park Hermon 2002 45.00 40.00 18 1 2.00 2.13 < 1 mile 5 miles 
27 Freedom Industrial Park & Expansion Hermon 1977 170.00 30.00 77 3 .52 - 1.27 2.24 < 1 mile 5 miles 
28 DeBeck Business Park Holden 1998 46.00 46.00 12 10  0.17 2 miles 7 miles 
29 Old Town Industrial Park Old Town 1985   60.00             
30 Maine Technology & Research Park Orono 1984 28.00 24.00 13 6  0.27 2 miles 12 miles 
31 Kelley Road Business Park Orono UD                 
32 Orrington Business Park Orrington UD 150.00               
Total    2800.41 997.67 472 121  5.85   
PCT     35.6%  25.6%     
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TABLE 58: LOT SIZES AND CORE SERVICES, BANGOR AREA BUSINESS / INDUSTRIAL PARKS 
 
   LOT SIZE       CORE SERVICES     Other 
Park Focus Average Range Rail Water Sewer 3-Phase Broadband Nat. Gas Amenities 
BanAir Industrial Park BC, TD, S 2.0 0.75 - 2.13 NO YES YES YES YES YES Foreign Trade Zone 
Bangor Industrial Park I, LM, S, BC 2.0 .75 - 5.0 NO YES YES YES    
Bangor Industrial Park Annex I, LM, S, BC 2.0 1.18 - 13.8 NO YES YES YES       
BIA Commercial & Industrial Park LM, I, S, TD 3.4 3.6 - 11.9 NO YES YES YES YES YES Foreign Trade Zone 
Bomarc Industrial Park LM, BC, S N/A N/A NO YES YES YES       
Dowd Industrial Park I, LM, S, BC 3.0 1.31 - 7.94 YES YES YES YES    
Heritage Industrial Park I, LM, S, BC 6.6 1.10 - 27.0 YES YES YES YES       
Oak Ridge Business Park BC 1.4 0.5 - 4.3 NO YES YES YES   Campus atmosphere, financing 
Maine Business Enterprise Park F, P 2.5 1.29 - 3.3 NO YES YES YES YES YES Foreign Trade Zone, campus 
atmosphere 
Sylvan Road Industrial Acres BC, LM, S 13.0 2.57 - 32.9 NO YES YES YES    
Target Industrial Circle BC, TD, S 1.9 1.0 - 8.0 NO YES YES YES       
Acme Plus Subdivision  2.4 .75 - 3.0 NO YES YES YES    
Brewer Corporate Center  1.8 .8 - 3.2   YES YES YES       
East-West Industrial Park LM, BC, S 2.5 1.2 - 12.1 YES YES YES YES    
Reserve Area Business Park  1.5 .9 - 3.5   YES YES         
Brewer Professional Center (EMHC) S, T, F, H, P   No YES YES YES YES   
Brewer Business & Commerce Park H, P     No YES YES YES YES ???   
Bucksport Heritage Park LM, S 2.6 0.86 - 15.5 No YES YES YES YES YES 
(planned) 
Free land, pre-permitted, no 
utility hook-up fees 
Horizon Business & Technology Park BC, S 1.5 .66 - 2.64 NO YES YES YES     Campus atmosphere 
Ammo Industrial Park  NA 6.0 - 320.0 NO YES YES YES    
MeCaw Road Industrial Park I, LM, S, BC 6.8 1.2 - 20.0 NO YES Septic         
Penobscot Meadow Industrial Park BC, S 16.0 5.7 - 25.8 NO YES YES YES    
Hampden Business & Commerce 
Park 
BC, S 3.6 1.5 - 5.93 YES YES YES YES YES ??? Campus plane, green space, 
recreation, retail, pre-permitted 
Bangor & Aroostook RR Ind. Park  5.0 1.0 - 6.0 YES YES YES YES    
PINE Business Park (leased facilities 
only) 
       YES YES YES YES, free     
Coldbrook Business Park BC, S 2.5 2.0 - 4.8 NO YES YES YES YES, free  Low taxes, TIF, PT Zone, fast 
permitting 
Freedom Industrial Park & Expansion I, TD 2.0 1.5 - 9.5 NO YES YES YES YES, free YES 
(pending) 
Low taxes, TIF, PT Zone, fast 
permitting 
DeBeck Business Park P 3.7 .9 - 3.4 YES YES YES YES    
Old Town Industrial Park I, LM, S, BC   2.0 - 4.0 NO YES YES YES       
Maine Technology & Research Park T, S 3.9 1.9 - 3.5 NO YES YES YES   Connection to UMO research 
and business faculty, facilities 
Kelley Road Business Park                    
Orrington Business Park                    
I = industrial BC = business, commerce F = Financial S = services P = Professional     
LM = light manufacturing TD = Trucking, distribution H = Health Care T = Technology  
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However, given the proportion of Bangor area manufacturing, trucking distribution, and 
wholesale firms that are located in business parks (30.8 %, 18 %, and 12.5 %, respectively, as 
of the 1998 EMDC study – the most recent data available), it is clear that deliberately 
planned parks have also developed a niche market in these economic sectors.  The strength of 
recent regional growth in the professional services sector (33 % between 2000 and 2008), 
construction (11 %),and transportation and warehousing (18 %) indicates that these sectors 
are still viable market niches for business park space in the region. 
 
Growth Potential 
 
Importantly, there is a clear market for business parks that offer the type of amenities now 
being sought by emerging industries such as precision manufacturing, software development, 
insurance and financial services, environmental services, and advanced telecommunications.  
Amenities such as advanced electrical distribution systems (three-phased power with backup 
systems), advanced telecommunications infrastructure (fiber optic cables, high speed digital 
services, etc.), efficient circulation systems for both motorists and pedestrians, architecturally 
controlled structures and design, underground utilities, and large landscaped lots and 
attractive common areas, are not generally found in business parks in this region.  Only the 
newest parks in the region have been designed to create the kind of “campus’like 
atmosphere” so attractive to these industries.   
 
Thus, despite the existence of a large inventory of industrial land in the region, there is strong 
potential for the development of additional capacity targeted at specific markets.  Although 
the regional supply of business / industrial park space suggests a considerable surplus over 
current demand (selling about six lots a year out of an existing inventory of 121, with three 
more large parks due to come on line within three years), there are still opportunities for 
communities that either have local businesses in need of expansion, or a clear locational, 
logistical, or price advangage.  Glenburn must look carefully at which market niches it seeks 
to attract and nurture if the Town goes ahead with a business park, and it must take 
reasonable steps to mitigate the risk that new park space may either sit idle for a long time or 
require considerable effort and resources to market effectively.  Having a clear grasp of the 
community’s competitive advantages and disadvantages will be an important first step. 
 
Natural Resources in Glenburn 
 
Glenburn’s 1998 Comprehensive Plan does a very good job of cataloging the key natural 
resources in the community (See Section G in particular).  Rather than repeating the 
discussion presented there, a few key findings that potentially impact economic development 
are listed below: 
 
 Glenburn has about 1,360 acres of prime farmland – equal to the best farmland 
nationwide for producing food and other crops (about 8 percent of the town’s 17,480 
acres) and another 1,730 acres, or ten percent, of otherwise significant farmland. 
 
 About 80 percent of the land area in Glenburn is forested.  Although commercial 
forestry plays only a minor role in the community’s economy, these forest resources 
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should be effectively managed to preserve both their commercial viability and their 
environmental significance.  Yet, as of the 1998 plan, only 1,441 acres of Glenburn 
was protected under the Tree Growth Tax Law. 
 
 Glenburn has several critical lakes and ponds within its boundaries, including Pushaw 
Lake.  This is an important local recreational asset, since its watershed (drainage) area 
covers 53,695 acres with portions in Bangor, Bradford, Charleston, Corinth, 
Glenburn, Hudson, Old Town and Orono.  The Lake itself covers 6,056 acres, with a 
maximum depth of 28 feet and a mean depth of 11 feet.  Pushaw Lake is a 
mesotrophic lake – a little murky with higher levels of biologic activity and thus 
unable to support cold water fisheries.  Nonetheless, the Maine Department of Inland 
Fisheries and Wildlife rates Pushaw as an outstanding and significant resource.  
Pushaw Lake supports a growing population of waterfowl in its wetlands, including 
Loons, Eagles, Ospreys, and Great Blue Heron. 
 
 Glenburn has 25 significant freshwater wetlands, two of which have high wildlife 
value ratings and six of which have moderate value. 
 
 While there are no rivers flowing through Glenburn, two critical streams 
(Kenduskeag Stream and Black Stream) and two brooks (Lancaster Brook and Great 
Brook) do flow in Glenburn. 
 
 The community is not subject to significant flooding problems, and thus no flood 
protection measures in town, but shoreland zoning and resource protection 
restrictions around these water bodies will of necessity limit development potential.  
The Comprehensive Plan does list areas adjacent to Lancaster Brook, Pushaw Lake 
and Kenduskeag Stream as flood prone. 
 
 The 1981 Maine Geologic Survey identified nine significant sand and gravel aquifers 
in Glenburn, all nine of which have moderate to good groundwater potential – but 
none are considered to be viable as a water supply for the community and none are 
located within designated growth areas. 
 
 Known gravel pits are located on the Pushaw Road, Marston Meadow, Kenduskeag 
Stream, Double A Landing Road, Sandy Beach Road, and at the Hudson town line.  
Such pits disturb water resources through the alteration of ground water levels, 
expose ground water to pollutants, and are vulnerable to direct pollution from mining 
equipment.  Some of these pits may have some remaining commercial life.   
 
 The community also has significant wildlife resources, particularly several 
endangered plant species and two rare freshwater mussel types.  There are also three 
potential deer wintering areas, along with fourteen waterfowl and wading bird 
habitats (marsh areas). 
 
 Glenburn has several scenic areas, including (a) scenic views of Pushaw Lake from 
the decants to Lucky Landing and Lakeside Landing; (b) looking west from the 
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Hudson Road, a panoramic view of a farm vista set against the rolling hills; (c) a 
sweeping view of the mountains towards Dixmont, seen from Ohio Street; and (d) 
Marston Meadow.  Each of these locations may afford the kind of scenic setting 
prized as the location of senior citizens retirement facilities (along with proximity to 
golfing, educational and cultural services, etc.) 
 
While these natural resources may not have commercial viability in their own right (and most 
are in need of protection from excessive commercial exploitation), the traditional rural 
character of Glenburn is dependent on them.  Future development should avoid further 
fragmentation of wildlife habitats and fragile ecosystems.  That said, the wildlife and natural 
resources available throughout the Pushaw Lake watershed affords Glenburn with viable 
opportunities to attract residents and visitors alike to its rural setting. 
 
Suitability of Land for Future Development 
 
Overview of Soil Potential Ratings 
 
Soil potential ratings have been developed as a form of soil interpretations.  These ratings are 
based on local conditions, local experience and expertise, and laws, codes, and rules 
governing the use of soils for various purposes.  They include the feasibility of a soil for a 
particular use relative to other soils within a given area.  These ratings reflect the potential of 
use rather than the limitations of use and are designed to meet local needs and conditions.  . 
 
Soil potential ratings were developed over the years, for all soils in Penobscot County, using 
input from consultants, land appraisers, site evaluators, site plan evaluators, Soil 
Conservation Service personnel, state personnel, and land developers.  The Soil Conservation 
service determined that the primary need for soil potentials is to rate soils for typical 
developments occurring in Penobscot County, especially in the area of low-density 
development.  The other developmental uses considered are septic tank absorption fields, 
dwellings with basements, and local roads and streets.  The common properties of soils that 
affect the cost of development (and therefore a soil’s potential) include: 
 
 HIGH POTENTIAL LOW POTENTIAL 
Does Not Flood Floods 
Is Not Wet (Good Drainage) Is Wet (Poor Drainage) 
Has Adequate Permeability Is Not Very Permeable 
Has Suitable Texture Has Fine Texture 
Has Relatively Deep Water Table Has High Water Table 
Has Adequate Depth to Bedrock Has Shallow Depth to Bedrock 
Has a Mild Slope Has a Steep Slope 
 
The ratings of soils in terms of their potential for development are thus based on their 
natural properties.  The important soil properties considered in development are texture, 
permeability, depth to seasonal high water table, depth to restricting layer, depth to 
bedrock, slope, flooding, stone cover, and natural drainage class. 
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Development Definitions 
 
The following definitions were used by the Soil Conservation Service in assigning soil 
potential ratings to each soil type in Penobscot County.  The definitions provide a common 
basis for comparing development potential among differing soils (and are the basic 
definitions used in assessing the development potential of Glenburn soils). 
 
Septic Tank Absorption Field System (Leaching Field):  A single family home 
sewage disposal system consists of a septic tank and a crushed stone absorption field 
in the configuration of a bed that distributes effluent from the septic tank into the soil.  
The system is designed for 270 gallons per day of effluent from a three-bedroom 
house.  The system is expected to function year-round at the designed capacity 
without surfacing of effluent, backing up of the system, or pollution of the 
groundwater.  It is assumed that septic tanks and absorption fields will be installed 
according to the Subsurface Wastewater Disposal Rules, Chapter 241, Department of 
Human Services, Division of Health Engineering, State of Maine.  It is also assumed 
the septic tanks will be maintained properly. 
 
Dwellings with Basements:  A dwelling with basement is a single-family year-round 
residence less than three stories high with a full basement and garage covering 2000 
square feel of land.  The foundation consists of spread footings with an eight-foot, 
poured concrete wall built on undisturbed soil.  All dwellings have minimal 
foundation drains.  There is on-site sewage disposal and water. 
 
Local Roads and Streets:  A local road or street was designated for purposes of 
vehicular traffic designed to handle 100 to 200 vehicles per day.  The road will have 
an asphalt surface 20 feet wide with four-foot gravel shoulders.  Base materials 
consist of 18 inches of gravel.  Road grades will not exceed 10 percent.  Surface 
water will be disposed of by means of culverts of sufficient capacity at water courses, 
as determined by standard hydraulic methods, and by construction of longitudinal 
storm drainage systems whenever required to relieve water in the ditches.  Erosion 
will be controlled by placing mulch or matting, and by establishing a vegetative cover 
on all surfaces disturbed during the construction of the roadway and on all other 
surfaces where there is an erosion hazard.   
 
Low Density Development:  Low-density development includes single-family unit 
residences with basements and comparable buildings and septic tank absorption 
fields, with or without on-site source of water.  Residences may be a single unit or a 
cluster of units in a development.  Paved roads in developments are also included. 
 
Soil Potential Ratings 
 
For each soil type, the Soil Conservation Services has calculated a Soil Potential index value, 
a mathematical expression of a soil’s position in the overall range of potentials, which is 100 
to 0.  Since the entire range is large, these numerical ratings have also been separated into 
Soil Potential Rating Classes.  These classes are based on the expected performance of a soil 
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- if feasible measures are taken to overcome its limitations, the cost of such measures, and the 
magnitude of the limitations that remain after measures have been applied.   
 
There are five Soil Potential Rating Classes, with each soil in Penobscot County assigned to a 
rating class.  Separate ratings have been assigned for septic systems, single-family dwellings, 
local roads, and low-density development.  The classes and map color codes are: 
 
SOIL POTENTIAL INDEX RATING CLASS COLOR CODE 
 
 100 Very High (VH)  
 85 - 99 High (H)  
 60 - 84 Medium (M)  
 40 - 59 Low (L)  
 0 - 39 Very Low (VL)  
 
VERY HIGH POTENTIAL:  Site conditions and soil properties are favorable.  
Installation costs are lowest for that use and there are no soil limitations.  Soils in the 
group have soil properties similar to the reference soil.  The Soil Potential Index for 
this rating class is 100 for each soil use. 
 
HIGH POTENTIAL:  Site conditions and soil properties are not as favorable as the 
reference soil condition.  The cost of measures for overcoming soil limitations is 
slightly higher than those for soils with very high potential.  The index for this rating 
class ranges from 85 to 99 for each soil use. 
 
MEDIUM POTENTIAL:  Site conditions and soil properties are below the reference 
soil condition.  Costs of the measures for overcoming soil limitations are significant.  
The Soil Potential Index for this class ranges from 60 to 84. 
 
LOW POTENTIAL:  Site conditions and soil properties are significantly below the 
reference soil condition.  Costs of measures required to overcome soil limitations are 
very high.  The Soil Potential Index for this rating class ranges from 40 to 59 for each 
soil use. 
 
VERY LOW POTENTIAL:  There are severe soil limitations for which economical 
corrective measures are prohibitive or unavailable and costs of these measures are 
extremely high.  Also, soil limitations that detract from environmental quality may 
continue even after installation of corrective measures.  The Soil Potential Index for 
this rating class is less than 40. 
 
These Soil Potential Rating Classes were used to map the suitability of land in Glenburn for 
low-density urban development.  This map is reproduced on the following pages. 
Glenburn Strategic Economic Development Plan, September 2010 Page 105 
Map 5: Development Suitability of Soils - a. East Glenburn, North Section 
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Map 5: Development Suitability of Soils - b. East Glenburn, Central Section 
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Map 5: Development Suitability of Soils - c. East Glenburn, South Section 
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Map 5: Development Suitability of Soils - d. West Glenburn 
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Much of the community has low or very low potential for low-density urban development.  
In these areas, the soils are so poor that the Maine State Plumbing Code would probably 
prohibit the installation of septic systems here.  While the town conceivably could 
conceivably provide public sewer service to development projects in some of these areas, the 
poor drainage of some of these soils would result in significantly increased development 
costs (for excavation and fill).   
 
However, there are significant areas of high development potential, particularly along the 
major roadways, and quite a number of very large areas with medium development potential.  
In all cases, however, on-site soils sampling and analysis should be undertaken before any 
development project is approved or rejected. 
 
Zoning and Land Use Controls 
 
 Existing Land Uses 
 
The 1998 Comprehensive Plan (Section L) identified five major areas of Glenburn: 
 
1. West Glenburn is a rural residential community with some agriculture.  Primary 
access to this area is via Union and Ohio streets.  There have been several 
subdivisions developed in this area since 1990, all constructed off the main roads. 
 
2. Broadway (Route 15) is Glenburn’s main economic corridor, as well as Eastern 
Maine’s primary access to Piscataquis County and the Moosehead Lake region.  The 
Montreal, Maine and Atlantic railway parallels a portion of the corridor.  The corridor 
has been increasing in importance as development pressures from Bangor increase.  
Whine not yet served by public water and sewer services, the Glenburn town line on 
Route 15 is only about a mile from the Finson Road, which is so served. 
 
3. Glenburn Center is the traditional center of the community, and includes the 
intersection of Route 221 and Lakeview Road / Lancaster Brook Road, the nexus of 
Glenburn’s village area.  Located within the area are the municipal building, the 
public safety building, the Glenburn Elementary School, the library, the Sunny 
Gables senior citizen complex, and three of the town’s mobile home parks. 
 
4. The Pushaw Lake area encompasses seasonal and year-round properties mixed 
together adjacent to the lake and recreational facilities. 
 
5. The remaining areas of Glenburn are Rural with the primary uses being residential 
forestry, and farming. 
 
Zoning 
 
The 2000 Comprehensive Plan (Section M) proposed several changes to Glenburn’s Zoning 
Ordinance, which had originally been adopted in 1958 and last amended in 1987.  The 1987 
ordinance defined only two zones, Rural Residential and Industrial, although Glenburn also 
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relied on several locally adopted ordinances governing: Shoreland Zoning, roads, 
subdivisions, and floodplain management.  The 1998 Comprehensive Plan recommended the 
establishment of three districts to replace the previous zoning configuration.   
 
By 2004, Glenburn’s zoning ordinance had evolved to encompass four zones, as follows (as 
of this date, these remain in effect): 
 
a. RURAL-RESIDENTIAL ZONE: The entire area of the Town Of Glenburn shall 
constitute the Rural-Residential Zone except for those areas hereinafter set aside as 
Industrial Zones, Commercial Zones, or Shoreland Zones.  
 
b. COMMERCIAL ZONE: The following described areas of the Town Of Glenburn 
shall constitute Commercial Zones: NONE  
 
c. INDUSTRIAL ZONE: The following described areas of the Town Of Glenburn shall 
constitute Industrial Zones:  An area along each side of the entire length of the 
Bangor and Aroostook Railroad Company right of way extending back for a distance 
of five hundred feet (500’) from each side of the railroad track.  
 
d. SHORELAND ZONE: The Shoreland Zone shall include all shore frontages on 
Pushaw Lake, Lancaster Brook, Kenduskeag Stream and Black Stream to a distance 
of Two Hundred Fifty feet (250’) from the normal high water mark. The Shoreland 
Zone shall be divided into a Limited Residential-Recreational District and a Resource 
Shoreland Protection District. 
 
Glenburn’s Zoning Ordinance spells out the permitted land uses in each of the first three 
zones (permitted uses within the shoreland zone are detailed in that ordinance).  Virtually all 
land uses are allowable in the rural residential and commercial zones, either specifically 
without a land use permit or if a permit is obtained from the Planning Board.  Only heavy 
manufacturing and automobile graveyards (junkyards) are explicitly prohibited in the Rural 
Residential zone.  All uses are allowable in the Industrial zone, although some require a 
permit from the code enforcement officer and some require planning board approval. 
 
Glenburn’s Planning Board has recently developed a new Land Use (zoning) ordinance for 
the town.  The town’s Economic Development Committee has worked since the beginning of 
January 2009 to articulate the allowable land uses for each of the land use districts defined in 
this plan, which is expected to go out for voter approval in the fall of 2010.  Consistent with 
the 1998 Comprehensive Plan, the draft ordinance defines a growth area, with three districts 
(Village, Commercial, and Industrial), and a rural area of the community (rural district).  The 
new districts are:   
 
1. VILLAGE DISTRICT (VD) 
 
The purpose of the Village District is to reinforce the “village concept” by providing 
an area of the community where higher density development can occur.  This 
development is to include: commercial, institutional, recreational, single and multi-
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family residential structures, and mobile home parks.  This would be a designated 
growth area.  The proposed district would run to a depth of 500 feet along both sides 
of Lakeview Road, from the Hudson Road east to Sunset Avenue and Birch Avenue, 
and to a depth of 500 feet back along both sides of the Hudson Road (Route 221) 
south to the first road intersection and north to Lorna Lane, just past Glenburn 
Elementary School (see map, next page). 
 
2. COMMERCIAL DISTRICT (CD) 
 
The purpose of the Commercial District is to provide developable land that is 
accessible to transportation corridors.  This area is intended to accommodate:  retail, 
warehousing, wholesale, and service related businesses in order to provide an area 
within the community for business development.  This would be a designated growth 
area.  The proposed commercial district would run to a depth of 500 feet back from 
the road along both sides of Route 15 (Broadway) from the Bangor town line to the 
Kenduskeag town line (see map, two pages hence). 
 
3. INDUSTRIAL DISTRICT (ID) 
 
The purpose of the Industrial District is to provide an area in the community for 
various scale industrial development, appropriately situated to accommodate that 
development.  This is a designated growth area.  This proposed district would 
preserve the current industrial zone, which runs for 500 feet back from either side of 
the MMA railroad tracks.  It also would include a newly designated industrial area on 
the former Stinson farm, running from the northern edge of the commercial district 
off Route 15 to the Shoreland zone along the Kenduskeag Stream, overlapping and 
incorporating the existing industrial zone along the MMA tracks on the farm site. 
 
4. RURAL DISTRICT (RD) 
 
The purpose of the Rural District is to maintain the rural character of Glenburn with 
the allowance and encouragement of natural resource based industries such as 
agriculture, commercial forestry, tree farms, timber harvesting, crop raisings, mineral 
extraction, recreational uses and low density residential development.  This district 
would include all areas of Glenburn not included in the three growth districts or the 
town’s designated shoreland zoning or resource protection areas. 
 
The proposed Land Use Ordinance incorporates a greatly expanded “Schedule of Uses” that 
define which uses are automatically permitted in which districts, as well as which uses 
require code enforcement officer or Planning Board approval.  There are significant changes 
in allowable uses since the 2004 Zoning Ordinance, not the least of which is that virtually all 
residential uses except single family homes and home occupations are now prohibited in the 
Industrial Zone, as are a variety of institutional and commercial uses.  Industrial uses are 
completely banned in the Village district, and most are also banned in the Commercial and 
Rural districts.  Those not banned outright require a permit from the Code Enforcement 
Officer or the Planning Board. 
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Map 6: Proposed Zoning Map, Village District  
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Map 7: Proposed Zoning Map, Industrial and Commercial Districts  
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The authors of the draft Land Use Ordinance felt that performance zoning would be 
beneficial in all parts of the community, and this approach does reflect the current state of the 
art in supporting economic development while preserving the rural character and charm of 
towns like Glenburn.  Some towns have used performance zoning to set standards for home 
occupations, thereby making it possible to avoid the costs, time delays, and conflicts 
involved in processing requests for conditional uses for business purposes.  Other 
communities have used this approach to establish community-wide appearance standards in 
order to reduce the adverse visual impacts of “sprawl” type development. 
 
In addition, the authors of the draft Land Use Ordinance recommended that Glenburn use a 
site plan review process for all commercial, industrial, and other large developments 
requiring Planning Board approval.  The Comprehensive Plan urged that this review process 
and supporting ordinance include performance standards such as traffic access and parking, 
stormwater management, erosion control, water supply, sewage disposal, resource protection, 
groundwater protection, water quality protection, and the like. 
 
Glenburn generally requires site plan review for all commercial (and many residential) 
development projects.  Currently, the process used requires at least two months (a mandatory 
public hearing and a mandatory Planning Board meeting, each with a 30 day maximum) to 
complete.  Developers are required to submit a preliminary site (sketch) plan, showing all 
dimensions and distances at scale), which forms the basis for the public hearing and Planning 
board deliberations.   
 
A number of communities in this area (Hermon, for example) have been able to shorten the 
process considerably.  If the proposed project is already defined as a permitted use for that 
zone, and if the project does not exceed the dimensional (space and height) requirements set 
by the land use ordinance or applicable state laws, the developer just has to pick up a permit.  
No formal Planning Board review is required for conforming uses.  A community could 
accomplish much the same thing by shifting over to clearly articulated performance standards 
– such as the ones Glenburn has drafted in the new (proposed) Land Use Plan. 
 
 
2.9 Priority Needs  
 
 
 
Businesses for the Future 
 
 Resident Preferences (2010 Survey) 
 
Respondents to the 2010 resident’s survey were asked how important specific types of 
businesses were to the future of Glenburn.  The questionnaire used a five-point scale ranging 
from Very Unimportant to Very Important.  The raw results are presented in Table 59.   
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TABLE 59: IMPORTANCE OF TYPES OF BUSINESSES TO THE FUTURE  
 
 a. Number of Respondents 
 
 
Type of Business 
Very Un-
important 
Un-
important 
 
Neutral 
 
Important 
Very 
Important 
 
Missing 
Construction firms 4 20 67 63 12 31 
Light industry (non-durable 
goods manufacture) 
8 15 58 67 26 
23 
Heavy industry (durable goods 
manufacturing) 
18 29 64 44 14 
28 
High-technology manufacturing 14 16 61 44 33 29 
Wholesale distributors 19 19 56 53 14 36 
 “Big box” retail outlets 40 37 54 23 10 33 
Small retail shops 4 7 39 92 26 29 
Finance / business services 6 16 65 61 12 37 
Consumer services. 6 8 39 93 22 29 
Restaurants  6 8 38 94 26 25 
Lodging  7 38 68 51 5 28 
Recreation services  9 11 46 78 30 23 
Health & human services  9 29 69 45 13 32 
Elderly services (retirement 
villages, nursing homes). 
8 13 42 76 36 
22 
Other  4 20 67 63 12 31 
 
 b. Percent of Respondents 
 
 
Type of Business 
Very Un-
important 
Un-
important 
 
Neutral 
 
Important 
Very 
Important 
 
Missing 
Construction firms 2.0% 10.2% 34.0% 32.0% 6.1% 15.7% 
Light industry (non-durable 
goods manufacturing) 
4.1% 7.6% 29.4% 34.0% 13.2% 11.7% 
Heavy industry (durable goods 
manufacturing) 
9.1% 14.7% 32.5% 22.3% 7.1% 14.2% 
High-technology manufacturing 7.1% 8.1% 31.0% 22.3% 16.8% 14.7% 
Wholesale distributors 9.6% 9.6% 28.4% 26.9% 7.1% 18.3% 
 “Big box” retail outlets 20.3% 18.8% 27.4% 11.7% 5.1% 16.8% 
Small retail shops 2.0% 3.6% 19.8% 46.7% 13.2% 14.7% 
Finance / business services 3.0% 8.1% 33.0% 31.0% 6.1% 18.8% 
Consumer services  3.0% 4.1% 19.8% 47.2% 11.2% 14.7% 
Restaurants  3.0% 4.1% 19.3% 47.7% 13.2% 12.7% 
Lodging  3.6% 19.3% 34.5% 25.9% 2.5% 14.2% 
Recreation services  4.6% 5.6% 23.4% 39.6% 15.2% 11.7% 
Health & human services  4.6% 14.7% 35.0% 22.8% 6.6% 16.2% 
Elderly services  4.1% 6.6% 21.3% 38.6% 18.3% 11.2% 
Other  1.5% 0.5% 5.1% 2.5% 4.6% 85.8% 
 
The attraction and support of quite a number of business types were considered to be 
important or very important by at least half of the respondents, including:  small retail stores, 
consumer services, restaurants, recreation, and elderly services.  Light industry came close to 
the halfway mark, at 47.2 %.  Conversely, heavy industry, high technology manufacturing, 
“big box” retail, lodging establishments, and health and human services enterprises received 
support from less than 40 % of respondents.   
 
Weighed scores were calculated for these opinions (where Very Unimportant = 1, Very 
Important = 5).  In order of their weighted importance (and with a score of at least 3.5) small 
Glenburn Strategic Economic Development Plan, September 2010 Page 116 
retail shops, restaurants, elderly services, recreation services, consumer services, recreation 
services, and light industry received the most support (Figure 56).   
 
FIGURE 56: WEIGHTED AVERAGE SCORE, IMPORTANCE OF BUSINESS  
   TYPES, 2001 RESIDENT SURVEY 
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Respondents were asked to identify other types of businesses that they considered important 
to the future of the community.  A sampling of results is presented in Figure 57. 
 
FIGURE 57: Other Important Businesses 
 
 Any small business not requiring public services and transportation. 
 Technology services (could be home-based) 
 Wind/solar energy 
 On elderly services- only if for profit. 
 Family recreation 
 Community services (rec center, activities, programs, etc,) 
 Maybe a hardware store-big or small.  Especially a grocery store. 
 Grocery store/ One Stop with gas and propane (people friendly clerks). 
 Hardware/auto supply 
 Grocery store. 
 Wind energy company 
 Dump 
 Entertainment. 
 5 respondents recommended keeping Glenburn as a bedroom community and not 
attracting new businesses 
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0.00 0.50 1.00 1.50 2.00 2.50 3.00 3.50 4.00 4.50 5.00
a.  Creating good jobs
b.  Strengthening the tax base (to
reduce taxes)
c.  Helping existing businesses to
grow 
d.  Diversifying the local economy
e.  Other (see appendices)
Economic Development Goals 
 
 Resident Preferences (2010 Survey) 
 
Overwhelmingly, Glenburn survey respondents viewed strengthening the tax base to reduce 
taxes as the top economic development goal, with over 78 % considering this to be Important 
or Most Important (see Table 60 and weighted scores in Figure 58).  Creating Good Jobs 
receive support from 44.7 %, and helping existing businesses was supported by 41.2 % 
 
TABLE 60: IMPORTANCE OF ECONOMIC DEVELOPMENT GOALS  
   (RANK ORDER) 
 
 a. Number of Respondents 
 
 
Goal 
Most 
Important 
2nd Most 
Important 
3rd Most 
Important 
4th Most 
Important 
Least 
Important 
 
Missing 
a.  Creating good jobs  47 41 32 37 8 32 
b.  Strengthening tax base  126 29 8 5 11 18 
c.  Helping existing businesses to 
grow / expand 
30 52 55 23 7 
30 
d.  Diversifying local economy 36 32 33 52 7 37 
e.  Other 9 1 3 4 30 150 
 
 b. Percent of Respondents 
 
 
Goal 
Most 
Important 
2nd Most 
Important 
3rd Most 
Important 
4th Most 
Important 
Least 
Important 
 
Missing 
a.  Creating good jobs  23.9% 20.8% 16.2% 18.8% 4.1% 16.2% 
b.  Strengthening tax base  64.0% 14.7% 4.1% 2.5% 5.6% 9.1% 
c.  Helping existing businesses to 
grow / expand 
15.2% 26.4% 27.9% 11.7% 3.6% 15.2% 
d.  Diversifying local economy 18.3% 16.2% 16.8% 26.4% 3.6% 18.8% 
e.  Other 4.6% 0.5% 1.5% 2.0% 15.2% 76.1% 
 
FIGURE 58: WEIGHTED AVERAGE SCORE, ECONOMIC DEVELOPMENT  
GOALS, 2010 RESIDENT SURVEY 
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When asked an open-ended question about what other goals the town might wish to pursue, 
the responses reflect a clear struggle between a desire to preserve the small, rural character of 
the community and the desire for some types of development.  This tension is captured by 
Figure 59, below. 
 
FIGURE 59: DIVERGENT ECONOMIC DEVELOPMENT GOALS, 2010  
  RESIDENT SURVEY 
 
 Reduced taxes for small business 
 Push the survey to expand business.  No industry park! 
 I want Glenburn to remain a small quiet town. 
 We need retail stores like Tradewinds. 
 Sense of community. 
 Attracting new businesses 
 Better PR for existing businesses/services. 
 Yes, reduce taxes!! 
 Realize our geographic limits/ look at similar town- how they 
 strengthening tax base 
 Attraction of town, sense of community, look at Hermon. 
 New Post Office with separate zip! 
 Convenience for residents. 
 Love to see a grocery store! 
 Getting a retail/grocery store! 
 This is a bedroom community. 
 Glenburn taxes are bad. 
 Help present business will help (promote) jobs. 
 Support light industry and retail in some locations, food and entertainment. 
 Retirement (?) services 
 
 
 Focus Group Responses  
 
On July 21, 2010, the Glenburn Economic Development Committee held a public forum 
(focus group) to review and discuss the data collected in the resident survey and from 
secondary sources.  Participants were asked what the primary goal(s) of economic 
development in Glenburn should be.  The responses of the participants were as follows: 
 
 Health care related businesses 
 Retail development in a commercial one 
 Service development (bank, mental health, food, restaurant) 
 Marketing plan critical 
 Build-ready lots 
 Appropriate land use plan 
 Clearly defined approval process 
 Development of retirement village 
 Village services 
 Industrial park area (rail access, connection to Sears Island, car off-load facility) 
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Development Action Steps 
 
 Resident Preferences (2010 Survey) 
 
Residents were asked to assess the relative importance of a series of action steps the Town of 
Glenburn might undertake to foster economic development and business growth.  Table 61 
presents the resulting percentile distributions, and Figure 60 depicts the weighted scores.   
The steps receiving the most support were as follows (in descending rank order):  a business 
or light industrial park, marketing strategies to attract new businesses, and streamlining 
business regulations and permitting, a commercial area, and tax increment financing. 
 
TABLE 61: STEPS TO FOSTER ECONOMIC DEVELOPMENT (Percent of 
Respondents) 
 
 
Action Steps 
Very Un-
important 
Un-
important 
 
Neutral 
 
Important 
Very 
Important 
 
Missing 
Development of a commercial 
area (retail and services) at 
(see appendices)  
13.2% 2.0% 32.5% 49.7% 32.5% 42.1% 
Development of a business 
and/or light industrial park 
(Route 15) 
4.6% 2.5% 15.2% 34.5% 26.9% 16.2% 
Use of Tax Increment 
Financing and other 
mechanisms to attract new 
firms 
4.1% 4.1% 28.4% 29.9% 12.7% 20.8% 
Development of a business 
revolving loan fund or other 
financing sources for 
businesses 
2.0% 4.6% 35.0% 24.4% 5.1% 28.9% 
Streamlining business 
regulations and permitting 
processes 
1.5% 2.0% 21.3% 36.0% 15.2% 23.9% 
Development of marketing 
materials and strategies to 
attract new businesses to the 
community 
3.6% 2.5% 17.3% 40.1% 17.8% 18.8% 
Providing technical assistance 
to business owners in 
financing, marketing, and 
management 
2.0% 5.6% 31.5% 25.9% 10.7% 24.4% 
Helping businesses to obtain 
needed employee training 
3.6% 5.1% 33.5% 25.9% 6.1% 25.9% 
Hiring an economic 
development professional to 
assist the town with business 
attraction / expansion efforts 
6.6% 7.6% 25.4% 26.9% 11.2% 22.3% 
Other (please specify) 
____________ 
1.0% 0.0% 4.1% 1.5% 1.5% 91.9% 
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FIGURE 60: WEIGHTED AVERAGE SCORE, DEVELOPMENT ACTION STEPS  
  2010 RESIDENT SURVEY 
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The notion of hiring an economic development professional fell just short of the half-way 
mark (3.5 or above), while helping businesses obtain employee training and development of 
a revolving loan fund received support from only four out of ten respondents.  One out of 
four respondents recommended Route 15 as the preferred location for a commercial area;  the 
Hudson Road and the Pushaw Lake area also received some support (see appendices). 
 
Respondents to the residents survey were asked to identify other actions that the town might 
take, and provided an array of suggestions.  A sampling is presented in Figure 61, below (see 
Appendices for the full listing). 
 
FIGURE 61: COMMENTS ON WHAT TO DO 
 
 Using Tuffy Furniture as an example, they've got the right idea!  Centrally locate all new 
businesses.   
 Retirement housing/services complex. 
 Referring to developing business on Route 15- Possibility.  This area needs some updating- it 
might as well be commercial.  Most small towns are trying to do this- how successful are they? 
 Anything to keep the community family and business friendly. 
 Referring to hiring an economic professional- (1) No; (2) possibly, based on cost effectiveness; 
(3) Don't need.  Tax breaks, fairness, and a desire for new business (is enough); (4) If there are 
tangible results!; (5) if it isn't too costly 
 Too late- every other town has already done this! 
 Referring to revolving loan fund, technical assistance, employee training- Not government's job.   
 Economic motel (20 units)  Referring to TIF- 5 yr tax delay 
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And finally, respondents were also asked what other suggestions they had for the community 
in regard to economic development.  Figure 62 highlights some of the more critical concerns 
identified through this question (see Appendices for full details). 
 
FIGURE 62: OTHER CONCERNS AND IDEAS 
 
 Glenburn won't ever become the next Freeport and, personally, I don't want it to be, 
but perhaps a cozy restaurant, a little shop or two, etc.  Our taxes are higher than 
they should be and might scare potential businesses away. Will we really improve 
our tax rate with new businesses?  I wonder. 
 Glenburn is not likely to attract large business due to a lack of public service, water 
and transportation.  We also do not have sufficient emergency services.  We need to 
focus on small business. 
 We need a bigger tax base in Glenburn!  Older folks paying for the younger 
resident's children’s' schooling is breaking a lot of folks, and it isn't fair to old folks. 
 I suggest not to build an industrial park that will cost taxpayers money and remain 
empty for quite a while.  I suggest letting businesses expand or help expand along 
route 15. 
 Keep our school going strong.  Maybe some adult classes offered at the school.  
More farming, plenty of room for farms- people always need food. 
 We should strive to be the top neighboring community to Bangor.  People are drawn 
to this area for quality of life issues.  Our goal should be to strengthen those 
qualities, not try to compete with business climate in town. 
 I would like to see Glenburn become a self-sufficient community for its residents in 
an affordable manner.  We are relying on Bangor to meet our needs and it's very 
costly. 
 We need a grocery store, more center daycares and pre-schools- maybe a Head 
Start. 
 We need to do something in this town to make it happen. 
 Develop a "downtown" Glenburn on outer Rt 15 for tax revenue and convenience for 
residents. 
 Eliminate restrictions that would discourage business from purchasing land, 
renovating existing structures, and/or opening a new company to generate new 
revenue to decrease the burden on households. 
 Quality of business important.  Small businesses like small stores and small 
practices, lawyers, doctors, chiropractors. 
 Plan green areas with food vendors, walks, exercise grounds for business/residential 
people for breaks, lunch hour. 
 We must present an inviting and practical environment for prospective businesses as 
well as a cost effective way to get them up and running. 
 Glenburn is a nice rural community.  We do not need to rape every area of Maine for 
growth. 
 As Bangor, Hampden, and Hermon have industrial parks in close areas near airport 
and rail lines, Glenburn should take advantage of commercial opportunities 
available, raise produce to ship out by rail (such as north Bangor). 
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SECTION 3: 
RECOMMENDATIONS 
 
 
 
 
3.1 Glenburn’s  
Competitive  
Advantages  
 
 
 
Glenburn has certain strategic advantages that should allow it to compete effectively in the 
economic development arena over the long-term.  These include: 
 
• Location:  While only one major highway (Route 15) goes through Glenburn, this 
route does handle about 11,000 vehicle trips per day and links the industrial activity 
in Piscataquis County and the Moosehead Lake Region to the Bangor Metropolitan 
Area.   
 
• Access:  More importantly, Glenburn has convenient road access to Interstate 95 just 
a few miles south on Route 15.  This gives the community fairly quick access to the 
Bangor International Airport, as well as ready access to the intermodal shipping 
facilities in the region.  And Glenburn has rail access via the railroad tracks that run 
along the Kenduskeag Stream from Bangor to Brownville Junction and point beyond. 
 
• Land:  Glenburn has large tracts of land that can readily be used for commercial or 
industrial development, and virtually all of these are free of the environmental 
limitaitons often found with land parcels previously used for heavy industry. 
 
• Competitive Wages:  Wage levels in Glenburn are competitive for existing and 
potential businesses.  In all sectors but manufacturing and selected services, wage 
levels in Penobscot County are below statewide averages.  
 
• Rural Character:  Glenburn still has a significant portion of its land in farms or as 
undeveloped forests.  Moreover, the community has a range of natural resources and 
wildlife habitats that, taken together, still convey an idyllic rural setting – and yet is 
just minutes from Downtown Bangor. 
 
• Education:  Glenburn residents have a high education level, making it an ideal 
location for businesses demanding well educated, highly skilled employees.  Based 
on 2000 Census data, 34.3 % of Glenburn residents 25 years or older have  some 
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college, up to and including an Associate degree – compared to only 30 % for the 
Bangor area and 26.9 % for the county.  Some 41.9 % of Glenburn’s residents 25 
years of age and older are high school graduates, compared to 33.3 % for the Bangor 
Metro area and 36.2  percent for Penobscot County.  Glenburn boasts an exceptional 
public elementary school, along with ready access to the largest vocational training 
center in Maine, to five institutions of higher education, and to state supported 
training programs and services.  These assets indicate the quality of life in Glenburn, 
and can play an integral part in the development of the community.  
 
• Moderate Tax Rates:  Glenburn's property tax rate is lower than communities in the 
region that provide substantial municipal services, including Bangor, Brewer, Orono, 
Hampden,  Old Town, and Veazie.  
 
 
 
3.2 Opportunities and  
Threats from 
External Forces 
 
 
 
Economic development cannot take place in isolation, however.  Forces on the global, 
national, state, and regional levels continually present every community with opportunities 
for specific economic development projects.  At the same time, those same environments 
pose uncertainties that must be contended with.  And all too often the environment poses a 
clear and present threat to the success of local economic development efforts.  
 
Figure 63, on the following pages, presents an overview of the opportunities, uncertainties, 
and clear threats apparent in the economic environment in which the Town of Glenburn must 
operate.  These issues and trends were identified through a review of many sources, the 
principal ones of which are identified in the References at the end of this plan. 
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FIGURE 63:  OPPORTUNITIES & THREATS IN THE ENVIRONMENT 
  
 
OPPORTUNITIES UNCERTAINTIES THREATS  
 
Proposed east-west highway Changes in paper industry Increasing division of Maine  
(across Maine from Halifax to and wood products utilization into two distinct economic  
Montreal), which is expected could result in further regions 
to radically increase traffic downturns in forest-related  
and trade for 17 service centers industries, but also could  
along the route (which would open opportunities for 
probably go through Bangor) natural resource-based Limited job creation outside of 
 economic development Cumberland and York Counties. 
Proposes port developments at 
Eastport (Washington County) Continued emphasis on  Continued decline of natural 
and Searsport (Waldo County) education and job training as resource based industries in 
that could open the northern a core economic development Maine, with accelerating loss 
Maine region (and Bangor area) strategy for the state, on of manufacturing jobs 
to increased global trade the assumption that a well- 
 trained workforce will Continued "depopulation" of 
Construction of the natural gas automatically attract new Eastern and Northern Maine 
pipeline across Maine (now industry (assumption appears (except, so far, the Bangor  
underway), which is projected to discount the impact of area) as people move south 
to result in more competitive cheaper labor in the third in search of opportunities 
energy prices in the state world) 
  Significant risk that Bangor 
Growth in telecommunications Alteration of the electric area will begin to loose jobs and 
based industries (Maine has industry as producers and residents as "depopulation"  
a very good telecommunications others seek alternative  and economic decline in the 
infrastructure in place), coupled sources (wind, solar, tidal) region undercuts its market  
with a state government to reduce foreign dependence base 
commitment to support of this and end traditional monopolies 
industry  Continued trend of replacing  
 Continued growth in tele- lost manufacturing jobs with 
Potential to capitalize on the marketing industries across service and retail positions  
"quality of life" dimension of the state (companies are that are often part-time and 
eastern and northern Maine creating a significant number do not pay a living wage 
(cleaner air and water, lower of new jobs each year, even 
crime rates, etc.) in eastern and northern Maine, Rapidly widening gap between 
 but wages are modest, many northern and southern Maine in 
A reasonably solid industrial jobs are part-time, and these average per capita income,  
base in the Bangor area (when companies are highly mobile with income in the north now 
compared to many towns to and loyal to national rather projected to be half that of 
the north and east), with the than local concerns) the south by 2005 
long-term presence of several 
national manufacturers (e.g., Stagnation of growth in retail Increasing gap between north 
General Electric) sales in northern and eastern and south sections of Maine in 
 Maine. Indeed, growth in the school spending, with related 
 Bangor area is coming at the gaps in educational attainment, 
Location of Bangor as a center dollar and increase in tariffs. progression to college, etc. 
for inter-modal transportation expense of smaller towns in (schools in southern Maine 
(with a full-service airport, the region, not as a result of spend almost twice as much per 
trucking facilities, the rail- added traffic from Canada or pupil, resulting in better paid 
road and I 95) provides  southern Maine.  This makes for teachers, more course offerings, 
opportunities for global trade a very unstable long-term market more computers and labs, etc.) 
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OPPORTUNITIES UNCERTAINTIES THREATS  
   
A long tradition of statewide Growing state investment in Continued "aging" of the rural 
political leadership coming and support of research and population (Maine's population is 
from this region (8 of the last development as a means to the oldest in the nation) with 
12 governors, 11 of 16 Maine create new industry and jobs  resulting increases in the costs of 
senate presidents, 11 of 14 (Maine, however, remains  medical and social services (trend 
house speakers, 7 of 8 U.S. near the bottom of the nation may present significant opportunity 
Senators) in R&D expenditures)  
  Continued increase in single 
A strong reputation for high Continued conversion of retail parent families, with related 
labor productivity from locally owned firms to increase in child poverty 
 large national outlets (which (Maine has the fastest growth 
A strong regional banking may result in lower prices and rate of child poverty in the US) 
sector, despite the massive larger selections for consumers, Per capita incomes in Maine 
shake-out and mergers of the but also undermines local tend to be between 85 % and  
past decade.  This bodes well business leadership and 90% of the national average 
for business investment in weakens the fabric of the  
general and the construction community) Continued reliance on public  
industry in particular  dollars to create jobs in rural 
 Unemployment rates across areas  
Over the long term, a pattern eastern and northern Maine  
of surpluses in state revenues, in the single digits (while Lack of a significant investment 
making it possible for the this makes labor more costly in business attraction efforts 
state to reduce sales taxes and and difficult to find, it also and resources on the part of 
some other business costs while reduces both the public and  state government. Maine does 
preserving a "rainy-day" the private sector costs of not offer any real financial 
fund as a hedge against future unemployment, freeing  assistance to smaller firms other 
recessionary downturns.  This more dollars for spending and than state guaranteed loans.   
is coupled with a modest  investment).  Still, Maine's Marketing assistance and support 
increase in state funding for unemployment rates are is almost non-existent. 
education, R&D, etc. which usually higher than New   
should benefit the eastern England and national averages Badly deteriorated infrastructure 
and northern parts of the state  (especially roads, water and sewer 
in particular Continued growth in the number, systems) in may towns in the  
 sales, and valuation of small Bangor MSA and Eastern Maine 
Nationally, continued small business in the state, especially 
business optimism about the for women-owned and minority- Historically slow patterns of 
future and the economic owned firms in Maine.  This recovery after economic downturns 
recovery, especially among growth pattern is partially  
minority-owned firms offset by increases in business  
 bankruptcy and failure rates  
Continued growth in access to over the same period.  
the internet and in web-based 
marketing by small businesses, All of the net new jobs in Maine  
both nationally and within the between 2000  and 2008 were  
state.  This trend continues to created by small businesses  
open new markets to Maine firms (fewer than 500 employees).  While  
 this reflects the strength of small  
 business in the state, it also 
  indicates the continued decline of  
 large employers (many of which  
 historically have been manufacturers)  
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OPPORTUNITIES UNCERTAINTIES THREATS  
   
  A perceived "anti-business" 
  climate in Maine as a result 
  of "excessive regulation", tight 
  land use controls, high taxes, 
  high workers compensation  
  rates, proposals to increase the 
  minimum wage, etc.   
 
  The high cost of tuition at 
  Maine's public (and private) 
  two- and four-year colleges,  
  among the highest in the US 
  and much greater than in other 
  rural states.  As a result, more 
  Maine students leave the state for 
  college than remain here, and 
  most that leave do not return 
   
  In many manufacturing sectors, 
  continued reliance on outdated 
  and technologically obsolete 
  equipment and labor-intensive 
  processes, resulting in lower 
  global competitiveness.   This 
  is a direct result of the failure 
  to invest in new technologies.  
 
  Continued difficulties in finding 
  enough qualified workers in 
  some economic sectors, are 
  limiting the growth of some small  
  businesses. 
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3.3 Strategies 
for Economic 
Development 
 
   
 
As the planning team reviewed the data collected for this planning process, it became 
obvious that Glenburn will need to pursue more than one basic strategy in order to strengthen 
its economy.  The action steps preferred by residents and business owners, coupled with 
conclusions drawn from other data sources, suggested four distinct but interconnected 
strategies: 
 
1. IMPROVING THE TOWN’S ABILITY TO CAPTURE TRADE DOLLARS 
 
 This strategy actually involves two elements:  (1) increasing the share of resident 
retail spending captured by local businesses; and (2) increasing the revenue captured 
from tourists and other through traffic.  This latter element is essentially a niche 
strategy for local retail, a proven approach for revitalizing rural communities. 
 
2. ENCOURAGING BUSINESS FORMATION AND ATTRACTION 
 
 This strategy recognizes that it is essential to foster new business formation and 
entrepreneurship by working aggressively with existing businesses and local 
residents, while at the same time participating in targeted (multi-community) efforts 
to attract new businesses to the community.  Forty plus years of economic 
development efforts across rural Maine (and the nation) have clearly demonstrated 
the efficacy and cost-effectiveness of “grow your own” development strategies.  
Similarly, business attraction efforts built on cooperation among several communities 
have repeatedly been shown to provide benefits to all of the participating 
communities, as well as sharing the risks and costs associated with investments in 
large scale projects (e.g., business or industrial parks). 
 
3. IMPROVING THE COMPETITIVENESS OF EXISTING FIRMS 
 
 This strategy emphasizes the need to assist local businesses in remaining competitive, 
not with respect to other businesses in the community, but with respect to similar 
businesses in nearby communities and economic regions.  For the community as a 
whole, little is gained by having one or two local firms competing for the same 
residents’ retail dollars.  If economic development is going to succeed, programs and 
action steps must focus on strengthening the business community as a whole, not just 
its individual parts. 
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4. ECONOMIC GROWTH THROUGH RESIDENTIAL DEVELOPMENT 
 
 This strategy recognizes that targeting development initiatives at attracting and 
retaining particular types of residents can reap significant economic benefits for a 
community.  This is clearly the case for many communities, including many in very 
rural northern and Midwestern states, that have positioned themselves to be 
retirement destinations for the nation’s rapidly aging “Baby Boomer” population.  
Communities gain citizens that tend to be relatively well off financially, that place 
few demands on conventional municipal services (especially education), and that 
create a ready demand for a wide range of health and social services as well as retail 
opportunities. 
 
The figure on the following pages, illustrates how many of the action steps proposed in this 
plan can be used to implement each of these basic strategies.  In many instances, a particular 
action or program will promote more than one strategy.  And it will take several action steps 
or programs, carefully orchestrated, to effectively implement a particular strategy.  The 
action steps included in this listing are derived from the preferences expressed through the 
resident and business owner surveys, from interviews with business owners and local 
officials, from the collective wisdom of the Glenburn Selectmen’s Economic Advisory 
Committee, and, in a few instances, from the experiences of Ron Harriman Associates. 
 
.
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FIGURE 64: RELATIONSHIP OF RECOMMENDED PROJECTS TO ECONOMIC DEVELOPMENT STRATEGIES 
 
 
 STRATEGY 1 STRATEGY 2 STRATEGY 3 STRATEGY 4 
   IMPROVE ABILITY BUSINESS IMPROVE GROWTH THRU 
 TO CAPTURE FORMATION COMPETITIVENESS RESIDENTIAL 
 TRADE DOLLARS AND ATTRACTION OF EXISTING FIRMS DEVELOPMENT 
 
PROJECT NAME AND DESCRIPTION 
 
A.  GLENBURN BUSINESS PARK  X 
 
An initial concept plan provides for 14 lots ranging  
in size from 3.9 to 23.7 acres and comprising 179 
 acres.  Nine of the lots would be over ten acres. 
Another 45.4 acres would be retained as green space.   
Under the proposed new Glenburn zoning ordinance,  
the proposed park will be divided into two zones to  
permit commercial and retail use on the land fronting  
on Route 15 and extending back 1000 feet from the  
highway.  The rear property will be reserved for  
heavier industry.   
 
B.  GLENBURN VILLAGE DISTRICT X X X X 
 
Establishment of a “Village Center” would address  
three objectives:  (1) minimizing the adverse impacts  
of strip development along Route 15 and haphazard  
commercial development elsewhere in town (sprawl)  
by directing commercial activities to the “Village”;  
(2) strengthening the physical sense of community in  
Glenburn – while maintaining the rural feel; and (3)  
providing for safe pedestrian access, especially for  
school children and the elderly.  
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FIGURE 64: RELATIONSHIP OF RECOMMENDED PROJECTS TO ECONOMIC DEVELOPMENT STRATEGIES 
 
 
 STRATEGY 1 STRATEGY 2 STRATEGY 3 STRATEGY 4 
   IMPROVE ABILITY BUSINESS IMPROVE GROWTH THRU 
 TO CAPTURE FORMATION COMPETITIVENESS RESIDENTIAL 
 TRADE DOLLARS AND ATTRACTION OF EXISTING FIRMS DEVELOPMENT 
 
PROJECT NAME AND DESCRIPTION 
 
C.  FINANCING ASSISTANCE X X X X 
 
The idea is for the Town of Glenburn to develop and  
use specific financing tools to support the economic  
development projects being undertaken in town.   
These would include, at minimum, a revolving loan  
fund (if underwritten by private capital sources) and  
Tax Increment Financing. 
 
D.  TECHNICAL ASSISTANCE X X X  
 
Here the emphasis is in working with Glenburn’s 
existing and emerging businesses to identify their 
needs, to link businesses both with each other for 
joint activities and to outside resources, and to  
strengthen the capacity of the community to foster 
business growth over the long term. 
 
 
E.  MARKETING AND PROMOTION X X X X 
 
The idea is to identify and deliberately attract 
specific market segments (people, businesses) 
to Glenburn for particular purposes (e.g.,  
retail trade, retirement, business relocation).   
Marketing and promotion resources need to be 
focused both on the desired outcomes for the 
town and the benefits for the target market. 
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FIGURE 64: RELATIONSHIP OF RECOMMENDED PROJECTS TO ECONOMIC DEVELOPMENT STRATEGIES 
 
 
 STRATEGY 1 STRATEGY 2 STRATEGY 3 STRATEGY 4 
   IMPROVE ABILITY BUSINESS IMPROVE GROWTH THRU 
 TO CAPTURE FORMATION COMPETITIVENESS RESIDENTIAL 
 TRADE DOLLARS AND ATTRACTION OF EXISTING FIRMS DEVELOPMENT 
 
PROJECT NAME AND DESCRIPTION 
 
F.  RETIREE RECRUITMENT  X  X 
 
The idea is to deliberately attract retiring seniors 
to Glenburn as a place to live, in order to foster 
growth in the tax base, job creation, and the 
development of core health and social services 
in the town that would also benefit Glenburn’s 
existing elderly residents. 
 
G.  ECONOMIC DEVELOPMENT CAPACITY X X X X 
 
The idea is to enhance Glenburn’s capacity to 
plan and guide economic development efforts over 
time. 
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3.4 Action Plans  
 
 
 
 
 
Action plans for the implementation of the specific economic development projects identified 
in this document are presented on the following pages.  Each plan provides a concept 
description and explanation, an overview of ownership and legal issues, an identification of 
infrastructure and amenities needed (where applicable), an identification of targeted markets 
and appropriate marketing strategies, a summary of costs and benefits, a timetable for 
implementation, and an identification of responsibilities for core action steps for each project. 
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PROJECT OVERVIEW 
GLENBURN BUSINESS PARK 
 
 
CONCEPT DESCRIPTION 
 
The Glenburn Economic Development Committee has been assessing the feasibility for 
development of a business/industrial park.  The concept will require an area with sufficient 
open space, immediate access and frontage to Route 15, suitable soils to support on-site 
utilities, access to 3-phase power and potential rail access.  The location tentatively targeted 
is likely to meet these criteria but additional due diligence will be required.  The site is 
bounded to the north and east by the Kenduskeag Stream, and is bisected by railroad tracks 
now owned by the Montreal, Maine and Atlantic Railway, LTD. 
 
An initial concept plan provides for 14 lots ranging in size from 3.9 to 23.7 acres and 
comprising 179 acres.  Nine of the lots would be over ten acres (such large lots are relatively 
rare in the region and thus may command premium prices).  Another 45.4 acres would be 
retained as green space, and protections for wetlands and shore lands would be maintained.   
 
The proposed park will be divided into two zones to permit commercial and retail use on the 
land fronting on Route 15 and extending back 1000 feet from the highway.  The rear property 
will be reserved for heavier industry.  The Table of Uses will need to clearly define the types 
of uses Glenburn hopes to attract in each zone.  It may be necessary to amend permitted uses 
over time to target specific market niches based on Glenburn’s evolving competitive 
advantages.  Once park infrastructure is in place and the Town accepts roads, it is anticipated 
the market value of industrial lots will range between $25,000 and $35,000 per acre.  The 
value of commercial lots with frontage on Route 15 may well exceed these amounts. 
 
EXPLANATION/RATIONALE 
 
Most of the other so-called bedroom communities in the Bangor area have developed one or 
more business / industrial parks, including Brewer, Hampden, Holden, Hermon, Orono, and 
Old Town.  The parks are a vehicle for attracting enterprises to a specific section of town, 
thus reducing sprawl and the congestion and hazards often associated with mixing industrial, 
commercial, and residential land uses.  And, importantly, well-conceived parks contribute 
positively to the tax base.   
 
If municipally owned, Glenburn should be careful, however, not to convince residents this a 
viable plan based strictly on lot sales.  Realistically, this will be a long-term investment and 
lots may be given away to the right company in order to create jobs or tax revenues over the 
long term.  The real benefit is in the tax revenue and jobs created.    
 
TARGETED MARKET NICHE(S) 
 
Although surrounding communities have an adequate availability of land in their 
business/industrial parks, a well-designed park will provide a prime location for businesses 
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looking for a more rural setting with convenient access especially to their Bangor area 
customers. Glenburn can provide ready vehicle access via Route 15 and possible rail access.  
There is a continuing need for utilitarian industrial space, both for larger warehouse and 
service operations and for light manufacturing, particularly when offering large lots.  The 
industrial location proposed appears to be well suited for these uses.   
 
MARKETING STRATEGIES 
 
The Bangor Regional Development Alliance is a coalition of municipalities, businesses, and 
institutions with the goals of attracting businesses to this region from out-of-state and 
Canada. In-state marketing will be a local responsibility.  Strategies include selective 
advertising, brochures, website promotions, etc.  Other local and State incentive and financial 
assistance programs that may be part of Glenburn’s marketing strategy are described in 
Related Projects below. 
 
LOCATION 
 
Main access road(s) to the park will be off Route 15 (Broadway).  This location is prime 
because of its ready access both to Route 15 and proximity to Bangor (and thus Interstate 95 
and Bangor International Airport), but also because some of the lots have the potential for a 
rail siding.  Access at this location is expected to meet MDOT requirements for sight distance 
and curb cuts, however, a preliminary meeting should be scheduled with MDOT officials to 
discuss proposed access locations and potential need for turning lanes or other fees related to 
traffic impacts.  Additional hearings and site plan will be required to confirm the site and 
proposed uses will not adversely affect surrounding properties. 
 
OWNERSHIP / LEGAL STRUCTURE 
 
Discussions need to focus on whether the proposed park is more likely to be successful if 
privately owned or if the Town of Glenburn owns infrastructure and lots.  Factors to be 
considered include the cost of infrastructure (roads, sidewalks, electrical and communications 
services to each lot) as well as ongoing costs for plowing, sanding, road and open space 
maintenance, and emergency services.  The majority of business parks in this region are 
municipally owned: however there are successful examples of privately owned parks with 
municipally owned infrastructure.  Hermon is one example of a community that has 
partnered with private developers to create three successful privately owned business parks.   
 
Glenburn must carefully evaluate the long-term costs and benefits of municipal verses private 
ownership and development.  Whether public or privately owned lots, it is recommended that 
roads be built to commercial specifications.  These roads should be accepted and owned by 
the Town thereby ensuring public safety access, trash pick up and other services vital to the 
business community.  Engineering, site plan, permitting and construction costs associated 
with development of a business park will be significant and should be professionally 
prepared and evaluated as part of a cost/benefit analysis and prior to exercising an Option to 
Purchase.   
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The following considerations will also need to be evaluated: 
  
Municipal ownership advantages: 
 Affords control of price and conditions of subsequent sale to developers/business 
owners.  
 Provides the ability to control timing of development and availability of lots. 
 Town has the flexibility to develop in phases. 
 Affords control over layout, design and goals for development 
 Grants, earmarks and other development funding sources may be easier to obtain for a 
municipality than a private entity. 
 
Municipal Ownership Disadvantages: 
 Town assumes significant long-term debt. 
 No guarantee on pace of development or taxable values created. 
 
The Town may consider financial assistance to a private park owner/developer to offset 
infrastructure cost and to make the project viable.  In addition, the Town may be able to 
make available incentive and business assistance programs for qualifying projects.  These 
programs include Tax Increment Financing, Pine Tree Zone benefits and possible grant or 
loan programs.  See Related Projects section below. 
 
The Town will need to engage a legal firm to establish the structure for ownership.  Glenburn 
should also give consideration to establishing a non-profit economic development entity, or 
possibly using an existing non-profit to manage the park and handle the sale of lots.  There 
will have to be some representation on this board by the Town, at least as far as park 
decisions are concerned.  A non-profit manager may be needed since decisions often must be 
made quickly and may require a degree of confidentiality that is difficult at the municipal 
level since property sales may require Town Meeting approval and compromise the 
confidentiality often required with business transactions. 
 
INFRASTRUCTURE / AMENITIES NEEDED OR PLANNED 
 
The property selected should have the following requirements: zoned for commercial and 
industrial use will require sufficient acceptable soils, access to 3-phase power, roads built to 
commercial standards, non-posted access, high-speed telecommunications, suitability for on-
site water and sewage disposal.  Amenities such as underground utilities and sidewalks are 
not considered necessary and could make development cost prohibitive.  
 
TIME NEEDED FOR COMPLETION 
 
If the Town proceeds with a municipal business/industrial park, it is recommended that 
development be undertaken in smaller, manageable phases that are part of a conceptual plan 
for the entire zone.  Phase One should project a build out not to exceed 10-15 years.    
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SUMMARY OF COSTS 
 
The Town’s projected development cost will, of course, hinge on public versus private 
ownership.  If public development is selected, consideration should be given to separating the 
overall master plan into more manageable phases.  This, however, is unlikely to reduce 
overall permitting costs.  If the community decides to proceed with a Town owned park, it is 
recommended that the Town engage the services of a qualified engineering firm to complete 
the necessary due diligence steps that, at a minimum include preliminary investigation of 
soils data (including potential vernal pools, wetlands, and presence of ledge), permitting 
costs, regulatory requirements, and projected construction and engineering costs. The Town 
should obtain sufficient information from qualified sources before proceeding with fee 
ownership.    
  
The Town may consider application to the Economic Development Administration (EDA).  
Many of the industrial parks in the region were developed with EDA public works funding, 
in the range of $ 400,000 to $ 1 million per park.  Regional prioritization of EDA projects 
focuses on project readiness, cost per job to be created, and consistency with the regional 
Comprehensive Economic Development Strategy (CEDS) developed annually by the Eastern 
Maine Development Corporation.  Securing inclusion of Glenburn’s proposed business park 
in the CEDS process is an important step.  The Town should also be cognizant of regional 
planning efforts underway that may influence the allocation of federal funds.  This includes 
the Mobilize Maine and HUD Sustainable Communities Grant Initiative. 
 
PROJECTED REVENUES 
 
The Town (or prospective developer) will need to carefully assess projected revenues.  A 
mid-size (20-25,000 square foot) building is likely to assess for approximately $1.5 - $2 
million and generate $25,800 - $34,400 in annual taxes based on the present 17.2 mil rate.  
The Town will need to carefully project the amount of debt service required.  Rates for 
municipalities at the bond bank are approximately 4 percent, with a 10-year term for roads 
and 20 years for water and sewer (bond council will cost $ 2,000 – $5,000). 
 
RELATED PROJECTS 
 
Tax Increment Financing (TIF) may be provided on a case-by-case basis.  The Town often 
does not actually lose any revenue during the TIF period when taking into consideration the 
tax shifts.  The benefit of shielding the increased assessed value from the State so far as 
County tax, school funding and revenue sharing formulas are concerned often more than 
offsets the portion of tax going back to the company.  Revenue sheltered by the Town may be 
applied to debt service for economic development.  Conversely, TIF funds received by a 
developer as part of a Credit Enhancement Agreement may also be used to offset capital 
costs.   The Town may want to consider developing a local Business Loan Program to assist 
businesses.  The Town should also be familiar with a host of Community Development 
(CDBG) business assistance programs available through the Office of Economic and 
Community Development. 
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IMPEMENTATION WORK PLAN: 
GLENBURN BUSINESS PARK 
 
ACTION STEP RESPONSIBILITY TIME FRAME 
Establish local economic 
development funds to purchase 
options on land parcels 
 
 
Glenburn Town 
Council/ Town Meeting 
To be determined by 
Economic 
Development 
Committee 
 
Define role of management entity.  
If appropriate,  negotiate agreement 
with an area non-profit to act as 
agent in park development and lot 
sales 
 
Glenburn Town 
Council/Town Meeting 
To be determined by 
Economic 
Development 
Committee 
Determine target business types:  
prepare initial marketing strategy.  
Consider joining Bangor Regional 
Development Alliance (BRDA) to 
facilitate marketing of park space 
 
Economic Development 
Committee 
To be determined by 
Economic 
Development 
Committee 
Purchases options on land Economic Development 
Committee/Town 
Meeting 
To be determined by 
Economic 
Development 
Committee 
 
Develop legal structure for park 
ownership 
Attorney/ Town Council To be determined by 
Economic 
Development 
Committee 
 
Compete application for federal 
earmark and EDA and other Federal 
grant funds 
 
RHA/ attorney To be determined by 
Economic 
Development 
Committee 
 
Complete acquisition of land; survey 
and prepare initial lot configuration 
and master park development plan 
 
Economic Development 
Committee/Glenburn 
Town Council 
To be determined by 
Economic 
Development 
Committee 
 
Prepare wetlands, topography, 
contours mapping (complete 
environmental assessments) 
 
Engineer To be determined by 
Economic 
Development 
Committee 
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ACTION STEP RESPONSIBILITY TIME FRAME 
Prepare and submit DEP application Engineer To be determined by 
Economic 
Development 
Committee 
 
Develop covenants and deed 
restrictions for lots; develop 
protocols to pre-approve permitting 
for sites for specific uses 
 
Consultant, Planning 
Board 
To be determined by 
Economic 
Development 
Committee 
Complete engineering / design 
specifications for infrastructure and 
core amenities:  prepare and issue 
request(s) for bids on initial 
construction 
 
Engineer/Glenburn 
Town Council 
To be determined by 
Economic 
Development 
Committee 
Review bids; select contractor(s) Glenburn Town Council To be determined by 
Economic 
Development 
Committee 
 
Begin initial construction of 
essential infrastructure 
Contractor(s) To be determined by 
Economic 
Development 
Committee 
 
1st phase complete Contractor(s) To be determined by 
Economic 
Development 
Committee 
Glenburn Strategic Economic Development Plan, September 2010 Page 139 
PROJECT OVERVIEW 
GLENBURN VILLAGE DISTRICT 
 
 
CONCEPT DESCRIPTION 
 
Provide zoning, infrastructure and amenities needed to establish a Glenburn Village District 
as the “Village Center” for the community, with a balanced mix of residential, retail, 
services, and governmental uses. 
 
EXPLANATION/RATIONALE 
 
Establishment of this part of the community as a “Village Center” would address three 
objectives:  (1) minimizing the adverse impacts of strip development along Route 15 and 
haphazard commercial development elsewhere in town (sprawl) by directing commercial 
activities compatible with residential use and civic / public activity to the “Village”; (2) 
strengthening the physical sense of community in Glenburn – while maintaining the rural 
feel; and (3) providing for safe pedestrian access, especially for school children and the 
elderly.  These objectives are important for prudent growth management, and contribute to 
efforts to attract businesses and residents to the community.  This will further the objectives 
identified in the Comprehensive Plan. 
 
TARGETED MARKET NICHE(S) 
 
Balanced commercial (and residential) development of this area would target:  (1) current 
Glenburn residents (capturing trade dollars now leaking to other communities); (2) tourists 
and through traffic (especially that emanating from Orono and Old Town and traveling to 
Kenduskeag and points north); and (3) new residents (especially retiree recruitment). 
 
MARKETING STRATEGIES 
 
To be developed 
 
LOCATION 
 
Along both sides of Lakeview Road, from the Hudson Road east to Sunset Avenue and Birch 
Avenue, and along both sides of the Hudson Road (Route 221) south to the first road 
intersection and north to Lorna Lane, just past Glenburn Elementary School (see maps, under 
discussion of Zoning, above). 
 
OWNERSHIP / LEGAL STRUCTURE 
 
Except for existing and potential future government facilities or possible incubator space, the 
land and structures in this area should remain in private hands.  The Town of Glenburn 
would assist as facilitator in future development of the area, and as land use regulator, but 
should not seek to own and manage commercial or residential properties. 
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INFRASTRUCTURE / AMENITIES NEEDED OR PLANNED 
 
Several infrastructure needs should be addressed over time: 
 
Encourage and facilitate improvements to private water supplies and septic systems in 
this area, as needed, by current / prospective firms) 
 
Install sidewalks and curbing to permit safe pedestrian travel between businesses, 
residences, and the school and library complex. 
 
Improve landscaping, lighting, trees, shrubs, etc. along Lakeview Road and the Hudson 
Road to enhance aesthetic appeal of area. 
 
TIME NEEDED FOR COMPLETION 
 
5 - 10 years 
 
SUMMARY OF COSTS 
 
To be determined 
 
PROJECTED REVENUES 
 
Revenues to the town will be in the form of increased property tax yields from new and 
expanded commercial and mixed-use establishments in the area.  Such tax revenue streams 
can only be estimated for specific businesses. 
 
RELATED PROJECTS 
 
Glenburn Business Park, Marketing and Promotion, Financing Assistance, Technical 
Assistance to Businesses, Retiree Recruitment (Senior Housing Development).  Potential 
funding sources may include: 
MDOT Quality Community Program includes: 
- Transportation Enhancement Program 
- Safe Routes to School program 
Community Development Block Grant programs include: 
- Housing Assistance Program 
- Public Infrastructure Program 
- Community Enterprise Program 
Maine Department of Conservation  
- Project Canopy Grants 
 
OTHER INFORMATION 
 
Not applicable 
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IMPEMENTATION WORK PLAN: 
GLENBURN VILLAGE DISTRICT 
 
ACTION STEP RESPONSIBILITY TIME FRAME 
If needed, revise zoning in this area 
to reduce dimensional restrictions 
and frontage requirements. 
 
Planning Board, Town 
Meeting 
June 2011 
Develop and adopt aesthetic 
standards and a recommended style 
for the appearance of new properties 
or properties undergoing significant 
renovation or expansion in this 
district (and throughout the 
community).  If possible, provide 
incentives and/or low interest 
financing for existing businesses 
wishing to voluntarily adopt those 
standards. 
 
Planning Board, Town 
Meeting 
June 2011 
Establish “incubator” start-up space 
for new businesses (as funding and 
market demand permits, acquire and 
rehabilitate a vacant building or a 
large space in an existing structure) 
as: (a) incubator; (b) mini-mall space 
for selected retail ventures (crafts, 
restaurant, etc.); and/or (c) service 
center for residents and visitors 
[ATM machine, pay phones, 
community bulletin board, info on 
local businesses, amenities, things to 
do] 
 
Economic Development 
Committee 
2011 
Facilitate improvements to private 
water supplies and septic systems in 
this area (as needed by current / 
prospective firms) 
 
Planning Board 2011 - 2013 
Install sidewalks, curbing, and 
crosswalks to permit safe pedestrian 
travel between businesses and 
residences 
 
 
 
 2011 - 2015 
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ACTION STEP RESPONSIBILITY TIME FRAME 
Improve landscaping, trees, shrubs, 
etc. along Lakeview Road and the 
Hudson Road to enhance aesthetic 
appeal of area 
 
Town manager, 
maintenance personnel 
Ongoing 
Install gateway signs for the Village 
area, along with a small park (if 
possible) and community bulletin 
board to direct residents and visitors 
to enterprises in the area 
Town manager, 
maintenance personnel 
2012 
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PROJECT OVERVIEW 
FINANCING ASSISTANCE 
 
 
CONCEPT DESCRIPTION 
 
The idea is for the Town of Glenburn to develop and use specific financing tools to support 
the economic development projects being undertaken in town.  These would include a 
revolving loan fund and Tax Increment Financing 
 
EXPLANATION/RATIONALE 
 
Communities that are in a position to assist with business financing have an invaluable 
competitive advantage when it comes to either business attraction or to fostering the growth 
of indigenous firms (start-ups and expansions of existing businesses).  This financing 
capacity often is the deciding factor in business location decisions. 
 
TARGETED MARKET NICHE(S) 
 
To be determined for each local financing option developed. 
 
MARKETING STRATEGIES 
 
To be determined for each local financing option developed. 
 
LOCATION 
 
Not applicable 
 
OWNERSHIP / LEGAL STRUCTURE 
 
Unless grant funds can be obtained to establish a local revolving loan fund, the Town of 
Glenburn should develop financing options through existing agencies and organizations.  For 
example, local banks have worked with other towns in the region to set up a local business 
loan fund – a capital resource dedicated solely to helping businesses in the town. 
 
INFRASTRUCTURE / AMENITIES NEEDED OR PLANNED 
 
Not applicable. 
 
TIME NEEDED FOR COMPLETION 
 
1 – 3 years 
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SUMMARY OF COSTS 
 
To be determined for each local financing option developed. 
 
PROJECTED REVENUES 
 
To be determined for each local financing option developed. 
 
RELATED PROJECTS 
 
Glenburn Business Park, Glenburn Village District, Business Assistance, Retiree 
Recruitment (Senior Housing) 
 
OTHER INFORMATION 
 
Not applicable 
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IMPLEMENTATION WORK PLAN: 
FINANCING ASSISTANCE 
 
ACTION STEP RESPONSIBILITY TIME FRAME 
Complete development and 
implement a Tax Increment 
Financing (TIF) program for use in 
attracting new businesses to the 
Commercial District, Glenburn 
Business Park and / or the Glenburn 
Village District (this TIF program 
should be available to any qualified 
business in town, regardless of 
location as long as they meet 
established threshold criteria).   
 
Economic Development 
Committee, consultant 
 
TIF Agreements will 
require individual Town 
Meeting approval 
December 2010 
Working with local banks, create a 
low interest revolving loan program 
for new / expanding businesses in 
Glenburn.  Hermon, for example, has 
a successful model that could be used 
as a design guideline (see 
Appendices). 
 
Economic Development 
Committee, local bank(s) 
March 2011 
Encourage local lenders to offer 
small business financing under the 
Community Reinvestment Act 
(provide advocacy support to local 
firms) 
 
Economic Development 
Committee 
Ongoing 
If appropriate, capitalization can be 
obtained through federal or state 
grant sources, provide business 
improvement grants or loans for 
companies needing to improve the 
appearance and safety of their 
buildings and properties, with a 
particular emphasis on firms on or 
visible from Route 15 and on 
enterprises in the proposed Village 
District. Special attention should be 
given to applying for funds under the 
CDBG Community Enterprise Grant 
program. 
Economic Development 
Committee 
June 2012 
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PROJECT OVERVIEW 
TECHNICAL ASSITANCE TO BUSINESSES 
 
 
CONCEPT DESCRIPTION 
 
The emphasis is in working with Glenburn’s existing and emerging businesses to identify 
their needs, to link businesses both with each other for joint activities and to outside 
resources, and to strengthen the capacity of the community to foster business growth over the 
long term. 
 
EXPLANATION/RATIONALE 
 
Often in rural areas, small business owner/operators can serve as resources for each other.  
More critically, the needs of every business evolve and change over time – particularly in 
response to changes in the economy and external environment – and thus effective assistance 
must be predicated on establishing an ongoing conversation with business people (rather than 
simply offering pre-packaged programs based on needs identified through a one-shot survey 
process). 
 
TARGETED MARKET NICHE(S) 
 
Existing and new Glenburn business enterprises 
 
MARKETING STRATEGIES 
 
Provide promotional information to local businesses on community cable channel and 
internet web page, in area newspapers, and through flyers and posters at each of the three 
convenience stores in Glenburn. 
 
LOCATION 
 
Not applicable 
 
OWNERSHIP / LEGAL STRUCTURE 
 
Not applicable 
 
INFRASTRUCTURE / AMENITIES NEEDED OR PLANNED 
 
Not applicable 
 
TIME NEEDED FOR COMPLETION 
 
1 – 3 years 
 
Glenburn Strategic Economic Development Plan, September 2010 Page 147 
SUMMARY OF COSTS 
 
To be determined for each specific program offering. 
 
PROJECTED REVENUES 
 
To be determined for each specific program offering. 
 
RELATED PROJECTS 
 
Financing Assistance, Glenburn Village District 
 
OTHER INFORMATION 
 
Not applicable 
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IMPLEMENTATION WORK PLAN: 
TECHNICAL ASSITANCE TO BUSINESSES 
 
ACTION STEP RESPONSIBILITY TIME FRAME 
Provide customized business 
assistance to individual firms through 
SCORE or other volunteers (topical 
coverage might include advertising & 
promotion, market research, business 
planning and financing, and quality 
of service) 
 
Economic Development 
Committee 
January 2011 and 
ongoing thereafter (as 
needed) 
Create a business assistance 
information / resource center – either 
located at the Glenburn school, the 
library, -with emphasis on: (a) 
development and growth of retail and 
service industries; (b) management 
development;  (c) marketing and 
promotion; (d) quality improvement); 
(e) available programs and services 
 
Economic Development 
Committee 
June 2011 
Arrange for regular business planning 
and management seminars to be 
offered in the community, for both 
managers and employees (EMDC, 
Chamber, colleges, etc.)  
 
Economic Development 
Committee 
September 2011 and 
ongoing thereafter 
Provide business planning and 
market research assistance to 
entrepreneurs interested in possibly 
opening the types of businesses 
identified by this study as desired by 
residents (such as elderly services, 
restaurants, small retail shops) 
 
Economic Development 
Committee 
September 2011 and 
ongoing thereafter (as 
needed) 
Convene a forum of businesses to 
scout for spin-off opportunities - 
businesses and joint ventures that 
build on (service, support, market to) 
existing businesses (including those 
locating at the new business park.  
Over time, facilitate the growth of 
this forum into a Glenburn Business 
Association. 
Economic Development 
Committee 
September 2011 and 
ongoing thereafter 
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PROJECT OVERVIEW 
MARKETING AND PROMOTION 
 
 
CONCEPT DESCRIPTION 
 
Identify and attract specific market segments (people and businesses) to Glenburn for 
particular purposes (e.g., retail trade, retirement, business relocation).  
 
EXPLANATION/RATIONALE 
 
Marketing and promotion resources need to be targeted at specific market segments:  
“scattershot” marketing does not work.  Marketing and promotion resources need to be 
focused both on the desired outcomes for the town and the benefits for the target market.  
The quality of marketing and promotional materials, and the consistency of the message, is 
far more important than the volume (recognizing, of course, that most audiences need to hear 
a specific marketing message multiple times before it actually impacts decision-making). 
 
TARGETED MARKET NICHE (S) 
 
Need to develop and implement a Glenburn marketing & promotion program for each of the 
following target audiences (in descending order of priority):  (a) new commercial, service, 
light industrial businesses (for Glenburn Business Park, Glenburn Village District, other local 
retail and service enterprises); (b) retiring Baby Boomers; (c) current residents; (d) residents 
of surrounding communities (especially Bangor, Brewer, and Orono, Kenduskeag) (e) drive-
through commuters and tourists on Route 15. 
 
MARKETING STRATEGIES 
 
See Action Steps 
 
LOCATION 
 
Not applicable 
 
OWNERSHIP / LEGAL STRUCTURE 
 
Not applicable 
 
INFRASTRUCTURE / AMENITIES NEEDED OR PLANNED 
 
Not applicable 
 
TIME NEEDED FOR COMPLETION 
 
2 – 4 years (to be determined for each specific marketing strategy) 
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SUMMARY OF COSTS 
 
To be determined for each specific marketing strategy 
 
PROJECTED REVENUES 
 
To be determined for each specific marketing strategy 
 
RELATED PROJECTS 
 
Glenburn Business Park, Glenburn Village District, Financing Assistance, Technical 
Assistance 
 
OTHER INFORMATION 
 
Not applicable 
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IMPLEMENTATION WORK PLAN: 
MARKETING AND PROMOTION 
 
ACTION STEP RESPONSIBILITY TIME FRAME 
Identify the specific aspects of 
Glenburn (rural character, natural 
resources, history, amenities, etc.) 
that make it unique in the region:  
develop marketing campaign theme 
and “brand image” for use in all local 
marketing efforts 
 
Economic Development 
Committee, marketing 
consultant 
December 2010 
Adopt a slogan and logo to convey 
the unique character of Glenburn: use 
these in all marketing efforts – to 
position Glenburn in the minds of 
people as a desirable place to visit 
and do business.   
 
Economic Development 
Committee, marketing 
consultant 
January 2011 
Prepare a community profile for wide 
dissemination, both in print and over 
the internet.  Emphasize specific 
activities, services, and amenities that 
would be of interest to specific target 
markets.  The Bangor Region 
Guidebook is an example of a 
community profile targeted largely at 
visitors: A different type of 
community profile is used to attract 
potential businesses (see samples in 
Appendices).   
 
Economic Development 
Committee, marketing 
consultant 
March 2011 
Upgrade Glenburn web site with 
content (with town information, a 
business profile, and links to existing 
businesses, services, and amenities) 
aimed at specific markets 
 
Contract with private 
firm for content 
development (Economic 
Development Committee 
to supervise) 
May 2011 
Consider participation in the Bangor 
Regional Development Alliance and 
the Mobilize Maine initiative 
 
Economic Development 
Committee 
May 2011 
Install attractive, visible signs on 
Route 15 indicating amenities & 
services available in Glenburn 
 
Economic Development 
Committee 
May 2011 
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ACTION STEP RESPONSIBILITY TIME FRAME 
Develop a demonstration 
community-wide sales discount 
program for residents (“Buy 
Glenburn” program) if sufficient 
support exists in the business 
community; evaluate effectiveness 
after six months 
 
Economic Development 
Committee (and/or 
community business 
association if 
established) 
June 2011 
Distribute brochures, flyers, other 
“pointers” highlighting Glenburn 
businesses, recreational 
opportunities, etc. to Chambers of 
Commerce, visitor’s bureaus, etc. 
across the region and state.  Ensure 
that the town is featured in as many 
Maine travel and tourism 
publications (and news / press 
opportunities) as possible. 
Economic Development 
Committee (and/or 
community business 
association if 
established) 
June 2011 
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PROJECT OVERVIEW 
RETIREE RECRUITMENT (SENIOR HOUSING) 
 
 
CONCEPT DESCRIPTION 
 
The idea is to deliberately attract retiring seniors to Glenburn as a place to live, in order to 
foster growth in the tax base, job creation, and the development of core health and social 
services in the town that would also benefit Glenburn’s existing elderly residents.  Retired 
people place much less of a demand on municipal services than any other population group, 
thus contributing positively to the tax base. 
 
EXPLANATION/RATIONALE 
 
Retired people who relocate tend to be better off financially, and are often interested in living 
in a rural atmosphere – but with access to the health services, cultural and artistic activities, 
educational opportunities, and recreation offered in a metropolitan setting.  Recent 
experience with retiree attraction, both in Maine and in other northern states, indicates that 
climate is not so much of a deciding factor as once believed – especially for people retiring 
from the military.   
 
TARGETED MARKET NICHE(S) 
 
Baby Boomers (especially those retiring from career military, civil service, and middle to 
upper level corporate positions) are now reaching retirement age, and this the size of this 
market segment will be mushrooming for years to come. 
 
MARKETING STRATEGIES 
 
To be determined for each specific retirement housing project. 
 
LOCATION 
 
There are several potential sites on or near Pushaw Lake and Kenduskeag Stream, and a 
number of locations elsewhere in the community with scenic views (farms, forest, etc).  In 
another vein, the town should consider locating one or more retirement “villages” 
specifically to facilitate access to the University of Maine, and its Senior College and arts 
offerings.  Or perhaps a retirement community could be structured around development of a 
local / regional golf course. 
 
OWNERSHIP / LEGAL STRUCTURE 
 
Glenburn should act as a deal broker for projects in this area, but for logistical as well as 
legal reasons should not attempt to serve either as a project developer or an owner / manager. 
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INFRASTRUCTURE / AMENITIES NEEDED OR PLANNED 
 
To be determined for each specific retirement housing project. 
 
TIME NEEDED FOR COMPLETION 
 
To be determined for each specific retirement housing project. 
 
SUMMARY OF COSTS 
 
To be determined for each specific retirement housing project. 
 
PROJECTED REVENUES 
 
To be determined for each specific retirement housing project. 
 
RELATED PROJECTS 
 
Glenburn Village District, Business Assistance, Financing Assistance 
 
OTHER INFORMATION 
 
Not applicable 
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IMPLEMENTATION WORK PLAN: 
RETIREE RECRUITMENT (SENIOR HOUSING) 
 
ACTION STEP RESPONSIBILITY TIME FRAME 
Identify and evaluate several parcels 
for this use that are acceptable, 
considering soils, topography, 
natural resources, marketable 
amenities, access to health care and 
cultural services, etc.   
 
Planning Board, 
Consultant 
June 2011 
Evaluate whether existing zoning for 
these sites needs to be revised to 
facilitate development for multi-unit 
housing uses.  Define appropriate 
performance standards for potential 
uses of each identified site:  revise 
Zoning Ordinance as needed 
 
Planning Board, 
Consultants, Town 
Meeting 
June 2011 
Assess whether existing health and 
social services providers in the 
region can provide services on-site 
in Glenburn (either at a new housing 
development or at a service center in 
the Glenburn Village District):  
determine the level(s) of care that 
the available providers could support 
in the town 
 
Economic Development 
Committee, Consultant 
December 2011 
Consider using regional associations 
including the Bangor Region 
Chamber, Eastern Maine 
Development Corporation or the 
Bangor Regional Development 
Alliance to assist in identifying and 
recruiting potential developer(s) for 
the site.  Contract as appropriate for 
development and implementation of 
a marketing strategy. 
 
Economic Development 
Committee, Town 
Council 
December 2011 
Review proposed site plan(s) and 
performance standards as specific 
Senior Housing project proposals are 
presented to the town. The own 
could consider applying for CDBG  
affordable housing projects 
Planning Board, Code 
Enforcement Officer, 
Town Manager 
Ongoing 
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PROJECT OVERVIEW  
ECONOMIC DEVELOPMENT CAPACITY 
 
 
CONCEPT DESCRIPTION 
 
The idea is to enhance Glenburn’s capacity to plan and guide economic development efforts 
over time. 
 
EXPLANATION/RATIONALE 
 
The research conducted for this strategic planning process identified a number of areas where 
Glenburn’s capacity to sustain an economic development program over time needs to be 
strengthened. 
 
TARGETED MARKET NICHE (S) 
 
Not applicable 
 
MARKETING STRATEGIES 
 
Not applicable 
 
LOCATION 
 
Not applicable 
 
OWNERSHIP / LEGAL STRUCTURE 
 
Not applicable 
 
INFRASTRUCTURE / AMENITIES NEEDED OR PLANNED 
 
Not applicable 
 
TIME NEEDED FOR COMPLETION 
 
1 – 3 years 
 
SUMMARY OF COSTS 
 
To be determined for each action step 
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IMPLEMENTATION WORK PLAN: 
ECONOMIC DEVELOPMENT CAPACITY 
 
ACTION STEP RESPONSIBILITY TIME FRAME 
Include a modest level of funding for 
economic development in the town’s 
annual budget 
 
Town Meeting October 2010 
Recruit and hire part-time economic 
development professional (or recruit 
firm to serve as development 
consultant) 
 
Economic Development 
Committee, Town 
Council 
December 2010 
Insure that revisions to local zoning 
ordinances will: (a) accommodate 
and aid the growth of home-based 
businesses by establishing 
appropriate performance standards 
(b) reduce the paperwork and time 
required by permit applications; (c) 
fast-track routine business 
applications where compliance with 
performance standards is 
demonstrated by the applicant as part 
of the permit request; and (d) set 
“presumption of approval” as the 
community standard (this means that 
it is assumed a permit application 
will be approved – the community 
has the burden of showing cause as to 
why it should be denied) and (e) 
when possible, pre-approve 
developable (or reusable) sites in the 
Glenburn Business Park and the 
Glenburn Village District 
 
Planning Board, Town 
Meeting 
June 2011 
Set minimum performance standards 
for the maintenance and appearance 
of commercial buildings and 
properties (including regulation of 
signs, trash containers, parked 
vehicles, landscaping, etc.) 
 
Planning Board, Town 
Meeting 
June 2011 
Educate community about economic 
development, using the town website 
and/or local access cable television 
Economic Development 
Committee, Town 
Council 
Ongoing 
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ACTION STEP RESPONSIBILITY TIME FRAME 
Incorporate youth entrepreneurship 
training and experience into the 
public school curriculum 
Economic Development 
Committee, Town 
Council 
Ongoing 
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ENDNOTES 
 
 
                                                 
1 The Penobscot Indian Nation is also part of the Bangor Metropolitan Area, but is so small 
that its demographic and economic numbers have virtually no impact on MSA totals.  To 
ensure the confidentiality of such data as does exist, the Nation is not included in the 
discussions that follow. 
2 Neither the 2002 nor the 2007 economic census reported data at the municipal level. 
3 This listing may not include home occupations and other enterprises not formally registered 
with the town. 
4 Data from the 2010 census will not be available for several years. 
5 Glenburn might wish to explore whether a concentration on nurturing “green” branded 
products and services might produce a long-term competitive advantage, either relative to 
other communities in the Bangor Metropolitan Area or relative to other bedroom suburban 
communities across the nation.   
6 Additional survey data on housing indicators is presented in the appendix (bound 
separately). 
7 The State of Maine has made a commitment to preserve in perpetuity a significant portion 
of Sears Island, where the new port facilities would be built, and to work with a group of 
environmental advocacy groups (the Joint Use Planning Committee) to ensure adequate 
protection of the island’s natural resources.   
